PpReiiek.. PRE URINATION 


The illumination of wall and floor cases offers many possibilities for 
the unusual and unique in the display of goods — yet presents many 
difficulties from the standpoint of the illumination engineer. Behind 
every Frink operation is over 70 years of experience with illuminat- 
ing problems in the largest and newest stores across the country. 
Feel free to consult us at any time. 


Te FRENK CORPGRATION® fone isuno cry RLY 

























































First Prize 
8150.00 


Seeond Prize 
8100.00 


Third Prize 
875.00 


Fourth Prize 
850.00 


21 Prizes of 
825.00 Eaeh 


30 Prizes of 
810.00 Eaeh 











CASH PRIZES 


for good Summer Windows 


convene 





$1,200, in cash prizes, is offered for window displays featuring Congoleuy 
Gold Seal Rugs, installed for a full week, any time between May 23rd and 
July 31st. How you do it is up to you. You may build an ensemble display 
around Congoleum’s timely summer appeal. Or you may base your displa 
on one of Congoleum’s selling points. Or if you have an idea for a clever 
stunt window, by all means cash in on it. The main thing is to start NOW 
This is your chance to make extra vacation money. 


One other point—this contest is only ONE PART of Congoleum’s complete 
summer merchandising plan. At the same time that you are winning a prize 
your store can be winning profits. Your idea may win a big prize. 

Three prominent merchandising authorities, not connected with Congoleum 
Nairn Inc., will judge the contest. Their names will be announced later 
Duplicate prizes will be awarded, in the event of ties. 

Full details of the $1,200 Prize Contest and of Congoleum’s Summer Rug 
Plan will be furnished on request. Address our nearest office. 


CONGOLEUM-NAIRN INC 


GENERAL OFFICE: KEARNY, N. J. 


Philadelphia Boston Minneapolis Dallas 
Chicago Pittsburgh Atlanta San Francisco 
New York New Orleans Kansas City Detroit 





SCHACK’S 


NEW FLORAL 


PARADE / 
BOOK - 





Parade Work. 


Main Office 
319-327 W. Van Buren St. 





Valuable to Every Displayman 


Because it illustrates new and original decorative suggestions SCHACK'S 
that will help you make your float or decorated auto a prize “EXCELLO” 
winner at a surprisingly low cost. SHEETING 


The extensive Schack Line of Parade Decorations has been sup- 
plemented by many new items specially designed for Floral 5 O 
Schack’s New Floral Parade Book will be sent you Free on request. C 
Send for This New Book Today. 
Ask for Book D. P. It’s Free! PER YARD 


SCHACK ARTIFICIAL FLOWER CO. 


a H | C A G O 5th ge gpg St. 
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IN THIS ISSUE 


Astrology is the answer to the world’s 
desire for something definite. It gives 
reasons for all our little peculiarities; 
it even answers our questions concern- 
ing style. It will be planning your dis- 
plays—next. Hitch your wagon to page 6. 


xk Ok * 


With the advent of the colormatic dim- 
mer, a smail electrical machine for con- 
trolling light produced from incandescent 
lamps, the old story about there being 
nothing new under the sun must be 
discounted. New fields for lighting with 
color have been opened up. A. L. Powell, 
Nela Park Engineering Department, 
explains the use of this dimmer and the 
effects produced by its control of light 
in “A Recent Creation for Display 
Atmosphere.” 


* * 


Time cannot wither nor custom stale 
the infinite variety of her charms. But, 
if you want to keep the customer inter- 
ested in your display, like the key to 
success in cooking as well as in window 
display, the rule is simply this: “Vary 
the menu!” Or, as Frances D. Gonda, 
Einson-Freeman Co., Inc., so appropri- 
ately tells us, “Give ’Em Something 
New.” 


* * * 


The creative displayman is the man 
who finds the new ideas and utilizes 
them. Dozens of new products are being 
manufactured every year, and, while 
Paint Point Products are not new, they 
have not been used to a very great 
extent for window background work. 
Hadn’t you, as a displayman, better find 
out what they’re all about? Page 54. 


* ok x 


OUR NEXT ISSUE 


“Sing a Song of Sales—Displayman at 
the Mike,” by Audrey Barbara Crowder. 
A company saved and a product ex- 
ploited when a displayman got behind 
and pushed. 


a ee 


“Precision in Window Display Adver- 
tising,” by Harve Ferrill. Isn’t it about 
time for us to get down to the serious 
business of selling window display as a 
medium, so that advertisers may buy it 
with the same confidence they have in 
other mediums? 


* * * 


“Applying Display Talents in New 
Fields,” by J. L. Rodgers. Proving that 
the invasion of art into the broad field 
of industry opens up new possibilities 
for some of the creative minds which 
have contributed so much in the past to 
advertising and display work. 


* * * 


“The Sporting Thing to Display and 
How to Display It.” The “sporting thing 
to display” is but a new addition to our 
rapidly growing group of timely display 
articles. It joins the ranks of “The 
Ensemble Background,” ‘Readapting 
Displays” and “Seasonable Backgrounds.” 
These articles appear monthly in DIS- 
PLAY WORLD. 











DISPLAY’S GREAT MONTHLY DIGEST 


Display 
Worid . 


@on MERCHANTS — DISPLAYMEN ~ ADVERTISERS 
Title Registered U. S. Patent Office 


The National Journal of Successful Selling by Mercantile Display 


Published on the Fifteenth of Each Month 
By The Display Publishing Company 
1209-11 Sycamore St., Cincinnati, Ohio. 


Branches: New York and Chicago 


United States, $3.00 a year; Canada and Foreign, $3.50 a year; Single Copies, 30c each. 
For Sale on News Stands Supplied by The American News Company and its Branches. 
Entered as Second-Class Matter September 20, 1922, at the Postoffice at Cincinnati, Ohio, 


under Act of March 1, 1879. Copyright, 1931. 
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(| “WINDOW ADVERTISING MAKES THE PASSER BUY” ) 
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For Spring 1931I—THE NEW 


VENDOME 
COSTUME FORM 


IS NOW READY 


AUTHENTIC LINES 


FOR THE NEW SEASON 
WwW 


Our Form is Used Exclusively by the Finest 
New York Stores 


WwW 


L. P. Hollanders’ Beautiful New Store 
Adopts Our Vendome Form Exclusively 
Throughout Store 


Ww 
WRITE FOR DETAILS 














Beautiful New Fabrics For Spring Now Ready 
WRITE FOR SAMPLES 
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)ISPLAY WORLD: 


Have constructed traveling display especially suited 

ior department store exhibit, consisting of working 
‘nodel of our Zeppeline dock, thirteen feet six inches 
ong, four feet wide, two feet three inches high; also 
Zeppelin model, ten feet long twenty-two inches in 
‘iameter; other objects much smaller. Tremendous at- 
ention value. Built, believing average window meas- 
ires seven by fifteen feet. What is your opinion, and 
~an display be taken through door to window or must 
vindow glass be removed? What would be attitude of 
verage store toward glass removal, considering great 
desirability of display? 

W. A. SHOEMAKER, 

Goodyear Tire & Rubber Co. 

Akron, Ohio. 


HILE some department stores have windows 

seven by fifteen feet, and even larger, we think 
you will find that the majority of windows are about 
six by twelve feet. We believe that your models 
would have to be collapsible to permit entry into 
most windows as the entrances are usually small and 
there are sometimes obstacles, such as counters, in the 
way. 

While we are convinced that you have a wonderful 
attraction that would be in demand by any large and 
progressive store we think that you would have diffi- 
culty in getting the store owners to remove the glass. 
Display managers in leading stores here say that this 
would be practically impossible. 

However, many stores would make space for 
models such as yours in the interior of the store, as 
there can be no question about their drawing power. 
There are, of course, some stores with windows large 
enough to accommodate the display, but in most cases 
the models have to be taken into the window in sec- 
tions. 


DISPLAY WORLD: 


Could you tell me a novel way in which I could trim 
a ladies’ leather handbag window? My window is 
approximately 5 by 6 feet in size. I do not have many 
hag fixtures. 
DAVID M. MELTZER, 
The Fashion Shop, 
Philadelphia, Pa. 


HE trend of modernism in window display can be 

utilized very effectively by you in preparing and 
trimming a ladies’ leather hand-bag window. We do 
not have any photographs or material available at the 
present time, but suggest that you build a group of 
wall or composition board panels. These panels could 
be :pproximately 12 to 18 inches wide and from 24 to 
48 or 72 inches high. The panels could be painted or 
covered with fabric. A group of shelves could be 
fastened to the panels, or the merchandise could be 
pinued or fastened in place. 


hours the lights are burned in your windows. 


These panels could then be placed in a symmetrical 
design around or through the window. If the window 
has glass on three sides, the panels could be covered 
and merchandise shown on both sides. You will, of 
course, try to paint the unfinished backs of your un- 
finished panels should any of them appear in the dis- 
play. With such a display it would not be necessary 
for you to use many bag fixtures inasmuch as the 
panels serve as fixtures. 


DISPLAY WORLD: 

Would you kindly give us some information as to 
how we can improve the lighting effects in our win- 
dows? At present we are using the usual Mazda lamps 
and they seem to throw off a yellow glare. We would 
like to know how to obtain a brighter white light. The 
local electric man doesn’t seem to be able to give us 
any information on this. We are using Pittsburg 
reflectors. 

FRED FRIEDMAN, 
The Bootery, 
Shamokin, Pa. 


T is rather hard for us to give you any definite in- 

formation on how you can improve the lighting of 
vour windows, as you did not send us a plan of your 
present lighting equipment. 

In order to secure the most efficient illumination 
for a show window it is necessary, of course, to have 
appropriate lighting fixtures. In the average window 
reflectors are spaced usually not more than sixteen or 
eighteen inches apart and 150-watt lights are used 
in these reflectors. Some concerns prefer to use day- 
light lights, while others prefer to use frosted or plain 
Mazda lamps. The best to use depends, of course, to 
a great extent on the merchandise being shown. The 
daylight lights in some instances make the merchan- 
dise look too cold, while plain Mazda lamps in some 
instances make the merchandise in the window look 
too yellow. To secure the greatest efficiency from 
Mazda lamps and reflectors it is necessary that they 
be kept clean. The lamps and reflectors should be 
cleaned with denatured alcohol every few weeks. 

We cannot understand why you are not securing 
eficient illumination. You say that you are using 
Pittsburgh reflectors. They in themselves should 
warrant excellent lighting. It is possible, however, 
that you are not using large enough lights, that you 
are not cleaning the lights, or that you are allowing 
them to burn out before they are replaced. Lamps 
like everything else lose their efficiency as they age. 

If the information contained in this letter does 
not help you to solve your problem, we suggest that 
you write direct to the Pittsburgh Reflector Co., giving 
them your illumination layout, by which we mean 
the height and depth of your window, the placement 
of the reflectors, the size lights being used and the 
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We will see you at the forthcoming Con- 

vention at Boston, June 15, 16, 17 and 18, 
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THE SOUTHERN DISPLAYMEN?S 


$ 
19 


H. Wallace, A. Harris & Co., Dallas, Te: 
St. Louis, creates an effective pajama drape. C. C. Batson, Fountain’s, Greenwood, 


co ES * ee 
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-_— _—s * 


, displays lingerie. E. J. Berg, Nugent's, 


Miss., shows silks. 


$ CONVENTION $ 


Gayoso Hotel, Memphis, Tenn., May 4-6. 


ET’S give the officers of the 
Southern Displaymen’s As- 
sociation a great big hand. 
Their untiring efforts re- 

sulted in one of the most interesting 
conventions that it has been the 
writer’s privilege to attend. True, the 
convention may not have been the 
most profitable one from the stand- 
point of actual cash spent for new 
display equipment, but certainly it was 
most interesting inasmuch as southern 
displaymen are learning how to talk. 
By that I mean during several demon- 
strations in the model show windows 
attempts were made to actually tell 
the audience what was being done. 
This was particularly true of Eddie 
Rose, whose live model drape is pic- 
tured on this page. That is what con- 
ventions are for; that is what conven- 
tions should strive to do; that is what 
displaymen want. Poor indeed is the 
displayman who cannot tell you what 
he is doing and why he is doing it. 

I am looking forward to radical 
changes in demonstration programs of displaymen’s 
conventions. Every displayman has some one or two 
tricks that makes some particular phase of his window 
work outstanding and it is through these demonstra- 
tions that the individual has an opportunity to help 
his less creative brother. What wonderful progress 
will be made in display work when the field as a whole 
awakes to the realization that the brakes on its ad- 
vaiicement will be loosened only in proportion to its 
willingness to climb on the same band wagon and not 
build an individual float—a float that decreases, by 
comparison, in the multitude to unimportance. 

Prior to the election of officers, the executive com- 


mi'tee passed the resolution that the president for the | 


coming year must be chosen from the convention city, 
an’ as Louisville, Ky., won the 1932 convention by a 
larze majority (St. Louis losing), the following 


Eddie Rose’s model drape. 


officers were chosen: President, Carl 
Crites, Levy Bros., Louisville, Ky.; 
vice president, W. D. King, Phil A. 
Halle, Memphis, Tenn.; second vice 
president, E. W. Booth, B. Lowenstein 
& Bros., Memphis, Tenn.; third vice 
president, Ed. Rose, Harris-Hahlo, 
Houston, Texas; secretary-treasurer, 
L. Hibbitt, Loevenhart & Co., Louis- 
ville, Ky. 

Approximately one hundred and 
twenty-five displaymen from eighteen 
states attended the convention and 
viewed the exhibits of the manufac- 
turers. Elaborate floral and fixture 
lines were shown in large rooms on 
the second floor of the Gayoso Hotel, 
and the new for 1931 was prominently 
displayed. Manufacturers’ displays 
consisted of practically every product 
from show cardboard, paint and ink, 
up to the most elaborate sketches for 
fall and Christmas backgrounds. All 
types of fixtures and mannequins were 
displayed, as well as fabrics and dis- 
play materials. 

Commissioner Clifford Davis gave the address of 
welcome Monday morning and T. M. Solomon, A. 
Harris & Co., Dallas, Texas, responded. I. A. D. M. 
ex-president, E. J. Berg, Nugent’s, St. Louis, Mo., 
gave the opening address. His message was full of 
good ideas. Berg blames the displaymen for their 
apparent lack of good working facilities and stated 
that it was up to the individual to do an executive job 
if he expected an executive position. 

At the noon luncheon J. R. Ozanne, vice president 
of the Continental Marketing Corp., Chicago, gave a 
very impressive talk which he appropriately called, 
‘First Impressions.” He spoke of h's first impressions 
of Memphis, covering everything from ducks in the 
fountain at the'Peabody Hotel to the appalling appear- 
ance of “special” and “style” on Memphis cards. 

(Continued on page 72) 
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Hitch Your Wagon to a Star 


HERE’S YOUR CHANCE 


ANITA ARMSTRONG 
Astrologer 
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STROLOGY is the answer to the world’s 
desire for something definite. It gives rea- 
sons for all our little peculiarities—not that 
I expect one to use the stars as an alibi, but 

as a protection against being any more foolish than 
necessary. For instance, if the stars say rain, don’t 
buy a new hat and expect to keep it in perfect condi- 
tion. What we will wear, and how we will wear it, is 
forecast in the stars. Anything mysterious, or indefi- 
nite, such as pastel colors and veils of all kinds, 
ruled over by Neptune who covers all things with a 
mist or fog. If Neptune is in power at the time of a 
new moony look out! 


On May 17 we have a new moon. Let us see what 
effect it will have on the spring and early summer. 


The chart for Washington, D. C., at 10:20 a. m., 
E. S. T., shows Leo rising. This is likely to increase 
activity in business, although Saturn and Jupiter are 
still in opposition and will be until June 10 after which 
date we can look for general improvement along all 
lines. 

I presume, as June is the month of brides, that the 
fair sex are especially interested and wonder what the 
stars will show. Now, at the time of the new moon in 
June, the house of marriage is ruled by Aquarius. 
With Venus and Uranus in Aries this gives two types 
of weddings: (1) The suddent and upsetting, (which 
calls for an ensemble suit, hat, shoes, and bag to 
match. One should be prepared as one can never tell, 
with this planetary condition, what might happen.) 
(2) The well-planned, conservative affair, (Venus has 
a square with Jupiter, who is in the twelfth house, 
thus matching wealth with wealth. In the latter case 
the world may hear but little of the details of the 
affair-—-the stars insist upon a misty veil.) 

Aries is in mid-heaven in the chart, with Venus 
and Uranus in conjunction, showing that things of 
the head will be important. It gives beauty and origi- 
nality to headgear, but hats must be inexpensive as 
Saturn and Jupiter are square to this combination. 
Hats will have brims in the near future, not only that 
Venus is in Aries, which adds beauty to style, but the 
ladies are headed for eye trouble from eye strain as 
iLeo, the home of the sun, is rising with the sun in 


Taurus—square to its natural position and it will be 
necessary to protect the eyes from this on-coming 
condition. 

One should have a number of hats as the same 
condition that rules the bridal veil rules the hat. Now 
is the time to express yourself through headgear. The 
Aries type of hat, shaped like the head of a ram, and 
the fish-like hat of Pisces, have been in vogue for 
some time. Now, some of the other signs should have 
a chance: Take Leo, for instance, with a basket-like 
hat of horseshoe line, trimmed on one side; or Aqua- 
rius, with a double brim. 

The dress problem will not be much of a question. 
People will buy costume ensembles, jacket-dresses, or 
chiffons with coats, as Saturn—in opposition with 
Jupiter—makes expense something to study. Hence, a 
dress with a coat to match, or a skirt, blouse and coat 
will seem economical, and will appeal to Saturn vibra- 
tion. The neck line will be important and should be 
unusual. There will be a tendency to wear novel 
chains, beads and bracelets of gold and silver. Taurus, 
ruling the tenth house—with the moon and sun in 
conjunction—incline the community to the ornamenta- 
tion of the neck. 

The length of dresses, caused by Jupiter in the 
twelfth house, and Pisces, the natural ruler of the 
twelfth—on the cusp of the eighth—makes this com- 
bination very practical. Pisces hides, and Jupiter 
enlarges any position he holds. If you are happy he 
adds to your happiness, but if you are sad he makes 
you more miserable. 

Stockings will be among the missing as Pisces. 
Aquarius, and Capricorn—ruling the feet and legs— 
are on the cusps of the eighth, seventh, sixth, and fifth 
houses, with Saturn the only planet in evidence. This 
will result in a cutting down of unnecessary leg- 
covering. This will be more universal as Aquariu; 
rules two of the cusps. As to shoes, slippers an! 
sandals should be very popular—especially in colors 
to match the costume. Pisces, the ruler of the fee*, 
is trine to Jupiter, making the shoes blend with the 
costume and costly. This vibration is likely to cause 
the spending of money, as it has no adverse aspects. 

(Continued on page 30) 
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The Idea 


HE finest merchandising thought 
today is “the ensemble.” You 
hear it on every side and you see 
it worked out in every show win- 

dow—be it a display of ready-to-wear or 
home furnishings. With ready-made mer- 
chandise the idea is easily applied. A gar- 
ment is chosen-—a dress, for instance, and 
the appropriate coat, hat, shoes, bag, gloves 
and beads are ensembled with it. How- 
ever, it is the idea of “the ensemble back- 
ground” which we want to discuss at this 
time. 

We have developed the ensemble back- 
ground because of the existing need for 
something which will help give the entire 
window an ensemble effect, and at a very 
small expense to the store. We have de- 
signed the ensemble background with the 
idea of securing a display representative of 
Fifth Avenue or State Street. A display, 
Which, if careful construction and close ad- 
herence to design and composition are para- 
mount, the merchandise and background 
picture resulting will be representative of 
the best. 


C === 


The Cost of Construction 


The first cost of construction, the buy- 
Inv of the lumber and board, and the 
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Ensemble background design. 








WORLD 7 






building of the frames, will be the most ex- 
pensive, and will require the most time. 
After that, it is merely a question of the 
development of a new background on the 
old frames when they are not in the win- 
dows. If two sets of frames are constructed 
for each window, a background change can 
be made each week and your displays will 
always be seasonable. 

The best lumber to use in constructing 
the frame work for the panels is pine, fir, 
red, or some other soft wood. A good size 
stock to use is 34 x3 inch furring strips. 
The better wallboards, like Compo-Board, 
Cornell, etc., can be used to cover the 
frames. In fastening the bcard to the fur- 
ring strips do not attempt to use a finishing 
nail—use about a 34-inch flat-head shingle 
nail. The flat head will hold the board in 
place and will lessen the possibilities of its 
tearing off. Do not attempt to toe-nail the 
corners of the frames for extra strength, 
use corrugated fasteners—one at each cor- 
ner is sufficient. (See diagram of panel 
construction. ) 

The Size of the Background 


The size of the ensemble frames—or the 
three-panel screen, if you prefer—will de- 
pend a great deal on the size of your win- 
dows. The size followed in the accompany- 
ing designs and drawings is, center panel, 
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Ensemble background design. 
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Ensemble background design showing presentation on three panels. 


4 feet wide and 6 feet high; end panels, 18 inches 
wide and 6 feet high. 

The width of the end panels can be varied from 
18 inches to 2, 3 or 4 feet, while the height of the 
panels cantrun up to 10 feet. However, in increasing 
or decreasing the size of the panels, try to keep the 
same proportions and the suggested designs will en- 
large or decrease accordingly. We believe a_ back- 


ground 6 feet high and 7 feet wide, with the expansion 
features that the ensemble background has, is wide 
enough. In other words, if the three panels, as de- 
signed, are used together a background 7 feet wide 
will be secured; if the end panels are spread apart as 
much background space as required can be covered; 
and should curtains be hung between the panels, a 
solid background effect w:ll result. 

























































































Simplicity in design makes the ensemble background outstanding. 
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Detail and elevation of panel and relief construction. 


Methods of Design Application. 

There are a number of different design application 
methods possible. For example, the frames may be 
covered with fabric and the design appliqued or sten- 
ciled on—the design can be painted on the panels, or 
the panel can be painted and the design cut out of 
wallboard and fastened to the surface of the panel 
in bold relief. The last method, while the most ex- 


pensive, is the most attractive and the method recom- 
mended. 
The Design 

A great number of effective designs can be worked 
up for the panels. While we have only shown four, 
the possibilities are unlimited. These pages will 
cover, each month, seasonable designs for “the en- 

(Continued on page 67) 









































The actual construction of eusemble panels is very easy. 








Telling the Customer with 
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By JOSEPH HENRY O'NEIL 


E are giving more 
attention to ce- 
menting close 
friendly relations 

with our retail outlets,” 
said a manufacturer re- 
cently, who is spending 
Well over a million a year 
for advertising. “We be- 
lieve that the local dealer 
suggests the logical point 
at which to lay the founda- 
tions for expansion of 
sales. Not only do we tell 
him what we are doing to cooperate with him, but we 
make him an actual part of the campaign.” 

This statement is typical of the feeling that pervades 
many organizations today. It is the result of intensive 
retrospection during a year of lessened volume. There 
is a renewed appreciation of fundamentals, especially 
with regard to sales, sales by positive methods rather 
than by circuitous routes. 

Profits are usually in direct ratio to sales. A sale 
is never actually finished until the merchandise is in the 
possession of the ultimate consumer. This, of course, 
is no new discovery, but today a new concentration of 
effort is being made by manufacturers to assist the re- 
tailer in this ultimate sale. 

The prospect is sold mentally when he is convinced 
by the logic of advertising. The physical act of buying 
must follow to make the advertising profitable. The 
vital time to close a sale is while the prospect and the 
product are together, quite likely in the retail store. The 
sales and advertising strategy should follow through to 
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Neon Lights, Inc., New York City. 





Wakk- Over 


SHOES 





Walk-Over shoe sign in neon tubing. 


| (Tijpes of Claude Neon. 
window displays in_ 


Los Angeles. oe 


a conclusion to bring the 
prospect in actual contact 
with the merchandise. The 
success of a vast advertis- 
ing campaign depends on 
the result of these contacts 
between the company’s re- 
tail sales representatives 
and each individiual pur- 
chaser. 

A few years ago one na- 
tional advertiser who built 
up the largest volume in his 
line, largely by close co- 
operation with his retail outlets, spent approximately 
$8.00 a year for each grade A dealer. This took the 
form of window trims and interior displays. They 
were proud of this extravagant expenditure. 

For many years manufacturers have supplied dealers 
with outdoor signs, electric and non-illuminated, adver- 
tising their product in conjunction with the name of the 
store. Too often, however, these gift signs were selected 
because of price instead of effectiveness. 

A common practice was for the manufacturer to pay 
the original cost and the retailer assumed the responsi- 
bility for keeping the sign operating. The retailers 
were not always good judges of what was proper opera- 
tion or good appearance. 

With the advent of the luminous tube electric dis- 
play, and as their use spread rapidly throughout the 
country, manufacturers received an increasingly large 
number of inquiries for this kind of dealer display. 
Manufacturers, in many instances, were discouraged 
when they found the initial cost to be higher than that 














Above and right, the 
eve signs. 












































| Above, theatre tickets 
framed with neon tubing 
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Franklin airplane motors and an airplane in neon tubing. 
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shoe trade mark is etched. The light of the 
border filters through to light up the trade 
mark. Dunn & McCarthy, on the other 
hand, use a large outdoor sign for their 
Enna Jettick dealers. 

One of the reasons for the effectiveness 
of neon signs is the fact that they are 
usually leased or sold with a guaranteed 
maintenance for a period of years. The 
result has been that they are for the most 
part kept clean and properly burning in 
their entirety. The matter of maintenance 
service is important, because, if part of the 
sign fails, it means that a whole letter or 
combination of letters may be unlighted and 
make the sign illegible. 

The basis on which manufacturers sup- 


o the old type signs. They did not consider the price ply their retailers with window and outdoor displays 
from. the point of results, but more as so much a unit varies widely. Asa rule, each bears 50 per cent of the 
for each retail outlet. This led to a divergence of pro- cost, but circumstances alter the case. A manufac- 
cedure, as often the retailer went his own way, securing turer who has a large turnover among dealers usually 
his luminous tube or neon display, paying the entire cost wishes to retain the title to the electric display, so 


himself and featuring only 
his own name. 

However, the insistence of 
inquiries of store keepers 
for neon forced the sign 
manufacturer to work out 
plans to meet the require- 
ments of national advertis- 
ers. Displays were standard- 
ized which might be placed 
in various cities with uni- 
form effectiveness. It was 
necessary for sign manufac- 
turers to consolidate a na- 
tional organization with local 
units equipped to give main- 
tenance service. Also, elec- 
trical equipment was _ per- 
fected which permitted the 





Neon in cn Enna Jeitick display. 


that it may be recalled if one 
particular dealer ceases to 
handle his product. In these 
instances the manufacturer 
stands the entire initial cost, 
and the dealer pays a prede- 
termined maximum monthly 
amount for the maintenance. 
In the case of one radio 
manufacturer, to offset the 
maintenance cost the dealer 
receives a special of 2 per 
cent discount on each set 
sold. Some companies an- 
ticipate how many of their 
dealers will want an electric 
displav and place an order 
accordingly. They then sup- 
ply these signs and place an 


application of neon tubing to very small window signs. order accordingly. They then supply these signs to 
Now one radio manufacturer has designed an elaborate their dealers, charging them 50 per cent of the cost and 
window display, which includes a miniature replica of spread it over twelve monthly installments. Others 


a receiving set and is valued at $150 for each dealer. 
A small neon electric sign acts as the at- 
tention piece. 

Some of the shoe companies have been 
pioneers in the matter of dealer cooperation 
by furnishing neon displays. Florsheim 
supplies their dealers with the trade mark 
name written in tubing without any sup- 
porting metal box, so that it appears to 
float in the air. It is constructed so it can 
be placed in any part of the window. The 
George E. Keith Co. supplies its Walk-Over 
shoe dealers with a somewhat larger dis- 
play, in which the name, spelled in luminous 
tu'es, is mounted on 4 bakelite panel and 
co.ered with plate glass. Endicott-John- 
soi uses the Crystalite type of window 
display. The tubing forms a border of 


(Continued on page 30) 





ligat for a glass panel on which the en-Joie An interesting example of neon tubing for window borders. 
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The French Colonial Exhibition is Influencing’ 


MANHATTAN DISPLAYS 


By COLEMAN McCAMPBELL 


Nee 


ATURALLY, New York has been waiting on 
tiptoes, a bit breathlessly, for the official 
opening of the Empire State Building on 
May 1. For months millions have been 

watching this magnificent structure rear its spire to 
dizzy and incredible heights. Just as the Woolworth 
Tower in its day probably served as an almost mythi- 
cal portent of what the future held in store, so does 
this building serve as a symbol of today’s progress 
and ambition. At the same time it crystalizes and 
simplifies much of the best of the many confused and 
so-called modern trends which have run rampant of 
late. It is a perfect gesture of display advertising 
executed in a masterly fashion. 


Macy’s. 


MACY window promoted hats of French Colonial 

origin. A panel of vivid yellow, with sketches in 
brown of heads of native headgear of French pos- 
sessions, served as a background. The sketches of 
head were hemmed in with a semi-circular legend of, 
“French Colonial Influences of the International Over- 
seas Exhibition Inspire Paris 1931 Millinery.” Heavily 
ribbed basket cylinders were used as bases for most 
of the hats. Three windows formed a sports group. 
The panels depicted sport scenes sketched in brown 
and green on a pale yellow sky and a white ground. 
One caption was, “White with no relief in sight for 
tennis.” 


Lord & Taylor. 


PACE prohibits doing full justice to the windows at 
this store. Each of the numerous series installed 
were attractive. Wallace is almost always noteworthy 





Macy’s 
French 
Colonial 
Hat 
Window 


V 
Display 


By 
ELDREDGE 


in that he sticks to a single theme in every series and 
effects an impressive tie-up thereby. One series con- 
centrated on the new “Corner Cottage.” Corner and 
small group units of this cottage were faithfully 
reproduced in the windows, which had been made 
shallow for the purpose. On the individual cards 
photographs of the complete room were illustrated. 
Underneath the photographs this line was reiterated, 
“In Our Corner Cottage—the New Budget Furniture 
Shop—Seventh Floor.” 

Another series concentrated on cotton and linen for 
all purposes, and the caption, “We Believe In.” Cap- 
tions such as, “We Believe in cotton for children of all 
ages for all occasions”; “We believe in linen.” In 
the latter four mannikins roughly outlined in wood 
and placed against a shallow wall of a solid color. To 
the right of them on the floor was a two-tier block 
unit, furnished with accessories. Another series con- 
centrated on summer attire. The word “Summer” was 
given the major emphasis on each card. The standard 
backgrounds of alabaster white were utilized and the 
corner window-within-a-window units were bordered 
with narrow awning of scalloped edge. The chie! 
background motif being a large Venetian shutte* 
blind. The color of these Venetian shutters varied i” 
different windows. Another series asked, “Have You 
Discovered?” and mentioned various departments of 
the store. Another series had numerous silhouette 
mannikins of black lacquer marching on an incline 
against a shallow background of a solid dark tone. 
Each card bore, “Some Say Grey, Some Say Blu:, 
Some Say Red, Some Say Yellow, Some Say White.” 
The costumes shown permitted the customer to select 
her own favorite color. 
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McCreery’s. 

S might be expected this store made the most 

~ elaborate tie-up with its new, Empire State, neigh- 
bor. Three windows each contained a huge square 
wooden platform plaque tilted at a slight angle. These 
plaques, by means of wooden building models, suit- 
abie conveyances on the streets, trees and other civic 
accessories, depicted midtown New York in 1880, 1906 
atl. 1931, respectively. Bright contrasting colors were 
us-d to make them more dramatic. -Then in an adjoin- 
in» series of three windows costumes for the three 
periods were shown with appropriate backgrounds, 
furniture, etc. Needless to say the displays received 
plenty of attention from passersby. In a recent win- 
duw in the entrance foyer (Fifth Avenue), McCreery’s 
h.d a window exploiting cotton for the bride and 
biidesmaids. A bride and two bridesmaids were 
posed against a background of three stained glass 
window peanels which were heavily banked with 
pelms and ferns. The card read, “Demure, dainty, 
devastatingly chic, the vogue for cotton will play a 
leading role in many of the prettiest weddings this 
summer.” In an opposite window, yellow hats were 
arrayed on heads of brown lacquer. With this the 
legend, “Presenting Goldenrod Yellow, the newest 
color on the millinery horizon and ultra chic with 
brown or white.” 


Stern Bros. 

ECENTLY Sak’s Fifth Avenue has gone in heavily 

for the use of clear and thick plate glass panels, 
using them to form tricky tables, parallel and other 
units. I note that Biggs at Stern’s has also taken this 
up. These slabs are employed in units of one, two 
and three, sometimes more. A favorite stunt being to 
place the garments between two transparent slabs, 
standing upright and only a few inches apart. Again, 
the garments are draped over the outer face of a single 
slab. A nice fabric window at Stern’s capitalized on a 
background that has been installed at this store for 
many months. Said background being comprised of 
six broad overlapping slabs of frosted glass held in 
with three parallel vertical bands of metal. The fab- 
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BELIEVE 
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Display 
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rics were suspended from the upper edge of the fifth 
slab and formed a sort of criss-cross design. 


Franklin Simons & Co. 

ANS H. IHLE, formerly of Gimbel’s, has become 

display manager for ths store, succeeding the 
well-known Jay Cory. And we might add, succeeding 
others such as Dorscher, Norman Bel-Geddes and 
Fernandes. Personally I think Cory has done a 
mighty good job and hope Ihle does as well. His 
displays so far carry out in general the slant origi- 
nated by Cory, ie., that of bold poster backgrounds. 


Arnold Constable & Co. 

PEAKING of week-end cruises, Stern’s has estab- 

lished a week-end cruise department and Arnold 
Constable’s have just devoted two windows to cos- 
tumes suitable for the week-end cruises. This new 
fad promises to receive as much attention from de- 
partment stores in Gotham as did the Sunday night 
gown and the Penthouse apparel ideas last season. 


Notes at Random. 

USSEK’S, like other stores, have been sponsoring 

the use of many mannikins in a single window. 
Twelve appeared in a recent window. They were 
lined up behind a white railing in front of a buttercup 
yellow background. Another window at Russek’s, 
also with a yellow background, had the cutout letter- 
ing caption of “The Sporting Thing to Wear.” Two 
mannikins in beach pajamas were posed on a narrow 
rear platform. Grouped on hanger supports were six 
additional costumes. Each side contained two port- 
hole shadow niches, individually illuminated. At the 
A. S. Beck Shoe Store, West Thirty-fourth Street, the 
window was curtained so that only the ankles and feet 
of mannikins were shown in a constantly changing 
parade. In the vestibule of the I. J. Fox Fifth Avenue 
fur store, six moths were seated at a banquet table. 
There was an empty plate and chair labeled, “In 
memory of our departed brother who froze to death 
in the I. J. Fox cold storage vault.” The other six 
plates were piled with pieces of different furs to suit 
the special fancy of individual moths. 















A Recent Creation for 


Display Atmosphere 


By A. L. POWELL 
Nela Park Engineering Department, Eastern 


Office, Harrison, N. J. 


HE old story about there being nothing new 
under the sun must again be discounted, 
as new fields for lighting with color and 
motion have been opened with the advent of 

the clormatic dimmer—a small electrical machine for 

controlling light produced from incandescent lamps. 

Unfortunately, it is impossible to paint a picture with 

pigments showing mobile color, but with the aid of our 

imaginations, and with the acompanying illustrations, 
one may obtain a vague idea of the beauty made possible 





Mobile colored light in opal glass cubes forms an ideal 

pedestal for small ornamental figures in a display. The 

background contains opal glass panels with effective 

designs illuminated from behind. Colored spotlights on 
a dimmer control are concealed by the valance. 


through the use of this new device, which is particularly 
adaptable to the lighting of special displays in show 
windows. The very simplicity of the window attracts 
attention, as it is composed of only three art objects 
and twelve “cubelites.”” The art objects in this case are 
light ornaments, the central figure from France and the 
others by Lenox, Inc. The “cubelites” are cubes of 
cased glass illuminated from inside by colored lamps. ” 

Through changing light effects the display is trans- 
formed into a thing of beauty; first, the central figure 
takes on a greenish tint, with high lights and shadows 
bringing out the figure, while from below and amber 
glow comes from the top section of “‘cubelites,” giving 
an added sparkle to the figure; at the same time the 
Lenox china figures take on an amber hue, with the high 
lights faintly tinted with green. As this fades out, the 
light ornaments gradually become luminous and_ the 
whole picture takes on a bluish-green tint which becomes 
blue as the cycle progresses. At this point the “cube- 
lites” momentarily assume the cold whiteness of moon- 
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COLOR MATIC 
DIMMER 
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Diagram showing postion of equipment as well as 
elecirical connections used in the window. 
lit snow. However, this soon is warmed by a rosy tint 
as the blue fades and the red light comes up on the 
dimmer. 

The picture now becomes more vivid, the high lights 
taking on a red tint and the top section of the “cube- 
lites” a rose cast, while in the lower row the “cubelites” 
on the corners become blue and those in between become 
green. In the “‘cubelites” there is some transfusion of 
color to adjacent tubes, so that the various sections 
blend together in a multiplicity of soft pastel tints. This 
beautiful cycle of color holds one fascinated. 

The mechanism producing these effects is simple 
and compact. The colormatic dimmer is small, taking 
up only slightly over one square foot of floor space, and 
is about a foot in height. It is an autmatic dimming 
device, this particular model, handling three circuits of 
400 watts each. There are three small spotlights with 
400-watt Mazda lamps and gelatin color screens 
mounted at the front of the show window ceiling. 

In this particular case each circuit was split, as 
shown in the diagram, giving two different effects and 
at the same time producing an illusion of a much more 
complicated job. The light ornaments are connected 
in with the blue spotlight, the bottom set of glass cubes 
with the red spotlight and the top set of cubes with the 
green overhead spot. 





Colormatic dimmer-—a small motor-driven electrical 
device for producing color variations in display 
windows. 
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Pe OmrTaA-iwe PLATEAUS ©. 
tension Plateaus 
in Beautiful Colors with the Luster of Onyx and the Durability of Steel 
) A creation that marks a new departure in display units and fulfills a needed 
A New and Ve rsatile service. Onyx-ide is a new product, unbreakable, non-inflammable and acid 
} resisting. It can be had in real onyx, carnelian red, lapis blue and emerald 
: : bs green, in the vivid, opa’escent shades and in ivory and jet. The unit comes in 
Display Unit. . IN the 2 four sizes, 6 x6, 6x8, 8x12 and 12x12 inch tops. All metal standards and 
attachments are chromium plated. The plateaus can be taken apart, making 
Modern Manner for & two single units and two double units out of each as illustrated. Reasonably 
d Di U 2 priced for such a quality unit. Write at once for descriptive circular. 
Modern Displa se. 
i 7 oer @ CINCINNATI SHOW CASE & DISPLAY FIXTURE WORKS 
236 Main Street, Cincinnati, Ohio 
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nple a 
king No. 2-0 Plateau z 
‘ Illustration shows Plateau No. 2-O just as it Group A illustrates how a plateau can be taken apart to form a completely different setting. 
and would be sent on order. Six metal attachments Group A 
skin included without extra cost. No. 8-O E No. 7-0 No. 5-0 No. 5-O 
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IN AMERICA’S FINEST STORES => 
e — 
WE HAVE SOLD OVER 200,000 |= 
GIVING DAILY SATISFACTION |= 
e — 
Style No. 17 Z 
$ 5.00 Each = 
* = 
THE PEAK OF ATTRACTIVENESS |== 
FOR WINDOW OR INSIDE DISPLAYS = 
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® = 
Write for Illustrated Catalog! = 
= Jobbers, Distributors = 
= Sales Representatives Wanted |= 
se 8 Ralph A. Freundlich, Inc. |= 
ay = 48-50-52 East 2Ist Street | 
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MEASURING HIS OWN EYES. THOMAS YOUNG CONDUCTED 
EXPERIMENTS IN THE YEARS 1799 TO tol HAT LEAD TO 
HIS EXPLANATIONS OF ASTIGMATISM AND ACCOMMODATION, 

© BACH © Lee CREA 18 ~ SWRA as Thabe.. ‘ F 








IME cannot wither nor custom stale the infinite 
variety of her charms,” said a famous wielder 
of the pen once somewhere. I can’t guaran- 
tee the accuracy of the quotation, my memory 

being slightly unreliable, to say the least, when it comes 
to such affairs. But I can guarantee—and with the 
guarantor out full stop—its total and deplorable inaccu- 
racy when applied to the subject of window displays. 
For both dealers and the public are beginning to inti- 
mate (and to do it by the very effective method of turn- 
ing a bored and indifferent back thereon) their utter 
lack of intetest in the probably prehistoric damsel that 
is handed them—in the same old familiar guise and the 
same old corrugated container—year after year after 
year, 

It would be a sad commentary on the lack of in- 
genuity of our leading advertisers—or that down- 
trodden, underpaid and underfinanced part of their 
organizations concerned (but not much concerned ) with 
window display—if it were not for certain signs and 
portents of hope on the horizon. This consists mainly 
in the dawning glimmer that you can’t feed people the 
same dish all the time without ultimately cloying the 
public palate. And—to continue the culinary metaphor 








SOME 


By FRANCES 


Vice President, Einson- 


“What dees your No matter what laxative 
doctor look for in a brnd Wisveu “ iter 


paxeet EX-LAX 


B othe SATE qentie laxative 
nat tastes like cho 


What's 

your trouble? 

Headaches? : 

Coated Tongue? 

Bad Breath? 

Poor Appetite ? 

Sallow Skin? 

Lack of Energy? 


Wake Up Tired? 
Feel Out of Sorts? 


” Constipation may be 


cause says the doctor 


Keep Regular with 


| Gi FD 


the Chocolated Laxative 


The current ExLax display, 


—that a good chef can make it not only acceptable, but 
eagerly anticipated, by just a tiny change in the season: 
ing or the sauce-—or even in the way it is served. 

But to “get get back to our mutton,” as the Frencl 
say—and we certainly have emulated that useful anima’ 
in Our anxiety to do only what everyone else is doing— 
it might stir the imaginations of those of us who stir 
the advertising’s sauce to see whot one or two progres 
sive advertisers have done about it. These adroi' 
brewers of “buying broth,” like the much-decoratec 
cordon bleu of the French kitchen, also have their littl 
secret, their favorite formula for success. Only it i 
not the jealously guarded thing it used to be, but plai: 
as daylight to anyone who can observe and analyze— 
and adopt. Here, then, is the whole of the recipe: 

For example, if everyone in creation is overdoing 
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‘EC D. GONDA 
son- Freeman Co.,Inc., New York City 
eri HOGON LENSES 
U £OR BETTER WISION 
Iilluminated displays of Orthogon lenses. 
a the “chromo,” if the current formula seems to be to pile 
: gaudy color on color—presto!—they make their dis- 
satis plays photographic. Not that they discard wholly the 
great and undoubted attention-value of color. Only— 
‘en ; 
= c they use it as a backgrund to focus and set out the story 
ime 


| told in the main “picture.” The latest development in 
ing— aie 
m reproduction processes—the combination of rotogravure 
stir sae psi 
‘ with lithography—makes possible a brilliant (and bril- 


re. liantly successful) employment of this idea. 

dro The current Ex-Lax display is an instance. It is a 
-. harmoniousmerging of both processes. The pale-yellow 
littl background brings out the sepia tones of the illustra- 
= tion, and the dark blue and red of the message, while 
a an effective and “carrying” contrast, stay separate and 


“in their place,” as the artists put it, without disturbing 


oe or confusing the pictorial portion. Another interpreta- 
oing 
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tion of the recipe is not only to give them something dif- 
ferent from what everyone else is using, but to give 
them something different from what you have used. 

The Bausch & Lomb Optical Co. have been particu- 
larly distinguished for the way they have been able to 
ring the changes on their story and maintain the inter- 
est of the dealer and the public over a period of years. 
One year they featured life-sized photographis heads 
of people of both sexes and various ages, tying up the 
types of glasses they should wear (the actual merchan- 
dise, attached to the cut-out heads), with the occupa- 
tions and activities pictured on the backgrounds. An- 
other year they featured an illuminated “stage setting” 
with six changes of situations, each dramatizing one 
aspect of the need of the human eye for a little expert 
optical assistance. 

This year Bausch & Lomb have “gone historical,” 
with a series of six striking oil paintings (reproducing 
them so well that the average layman would swear he 
was looking at—and touching— the originals), each 
picture tracing one stage in the development of optical 
science. In other words, the key to success in cooking, 
as well as in window display, is simply this: “Vary the 


Menu!” 
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Will Continue To Be 


SMART 











Above: This A. Roeder display, Wm. H. Block Co., 
Indianapolis, carries the title of “Luxurious Roads to 
the Southland.” The fabric is silk, but a reproduction 
of the same idea in cotton would prove very beautiful. 


HE 1931 vogue reminiscent of the gay nineties 
has given cotton another opportunity to en- 
hance feminine charm,” says Katrine Hooper, 
chairman of the style advisory board of 

the National Association of Cotton Manufacturers. 
“Women are going to continue to be smart, regardless 
of price,” she adds. ‘They cannot afford to look down 
at the heel or feel down at the mouth. Fashion, like 
a good doctor, has prescribed what they need most. 
The present fashion is the outcome of the present day, 
and as such is assured of a long swing. It is stabilized. 

‘Every woman craves formality. She does not 
mind sacrificing ease to achieve dignity on occasion. 
And so she has accepted long full skirts and even a 
slight rustle of taffeta petticoats under her organdie or 
dotted swiss muslin dress. Good taste is built on a 
foundation of fashion interpreted in terms of suit- 
ability. It is for that reason that the present day styles 
have been accepted. Last year women tried them out 
and decided what they would accept—longer daytime 
skirts, for instance. 

“More than ever before women are buying at the 
beginning of the season rather than waiting for the 
mark-down sales. There is no particular advantage 
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PRICE 
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Above: Pajamas started several years ago as a fad; 
now they're a very profitable business. The display 
window! helped them along the road to prominence, at 
least windows, the like of which A. Roeder created, did. 


in holding over one’s wardrobe for next season. One 
might just as well be in fashion this year as out of 
fashion next year ; it won’t cost any more in money and 
it will pay big dividends in satisfaction. 

“Almost every woman will have some form of the 
tailored suit in her summer wardrobe. She has found 
that it shows off her figure to advantage, and the aver- 
age figure is much better than it used to be. The tailored 
suit is conveniently comfortable for walking, riding and 
working, and the average woman does all three every 
day. It gives an opportunity to vary the same costume 
with blouse, hat and accessories without interference with 
the ensemble, and the average woman craves variety. 

“Recognizing that sports are now her inalienable 
right, she demands suitable costumes. Any variety >f 
detail or color that fashion can devise she is glad to 
accept so long as it does not interfere with her freedom. 
Pajamas started several years ago asa fad. Their very 
attractiveness created a demand from women that th:y 
be brought out of the luxury class and into the nec: s- 
sity. They are the play suit of the modern day because 
they are easy to don and because they suit a casual movd 
or for lounging around the house for tea or for informal 
variety. 
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Sh Chicago affords the most complete Display Equipment and Decoration Market in the 
, World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
THE ADLER-JONES CO. | INTERNATIONAL REGISTER CO. 
649 S. Wells Street | 13 South Throop Street 
Window Display Decorations | “CUTAWL” Decorative Cutter 
BOTANICAL DECORATING CO. | THE KOESTER SCHOOL 
a fad; 319-327 W. Van Buren Street 314 S. Franklin Street 
lisplay Artistic Decorations and Artificial Flowers | Display and Card Writing Instruction 
ce, at | 
od, did. | amenon 
O CHICAGO CARDBOARD CO. | NATIONAL CARD, MAT & BOARD CO. 
= 664-670 Washington Blvd. | 4318-36 Carroll Ave. 
ae Art Poster Card and Mat Board | Showcard Boards—Mat Boards 
of the | 
found CORNELL WOOD PRODUCTS CO. | PAASCHE AIR BRUSH CO. 
> aver- 307 N. Michigan Avenue | 1902 Diversey Parkway 
ailored Cornell Wood Board | Airbrushes and Airpainting Units 
ng and 
: nod Endorsed by most critical and discerning displaymen and merchants 
nee everywhere—and recommended to progressive purchasers by the 
ce with Buyers Service Bureau of the DISPLAY WORLD 
ety. 
ienable Write for Catalogues! 
iety 01 
© 5 Copyright, 1924, by The Display Publishing Ce. 
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RE-EASTER and Easter displays of the 
past few weeks, with all the energy neces- 
sary for proper installation, seemed to take 
but little of the latent force, for again the 

follow-up was equally assertive and vigorous. Spring 

fashions, lovely brides, and all kinds of sports apparel 
and accessories kept the Detroit displays lively, ever- 
changing, and most intriguing. Much display thought 
was centered on brown and white, also blue and white, 
‘ach vieing for the place of highest honor. 






















Crowley-Milner. 


T Crowley-Milner Co., with Clem Whatley as direc- 

tor of displays, excellent use of the new back- 
grounds installed last month was noted. The soft 
pastel colorings of this lovely group are well suited 
for the various presentations of merchandise such as 
gowns, suits, shoes, etc. A clever shoe display as illus- 
trated here had ample space without crowding on the 
many glass shelves—beautifully lighted with con- 
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S. L. Bird & Son: The Observer display by Ferguson. 
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Crowley-Milner: Shoe fashions display by Whateley. 





cealed lights. Bags matching the shoes in color and 
motif were the only accessories used. 


S. L. Bird & Son. 


HE Observer, a direct mail piece, with accumula- 
tive force from season to season, was again pub- 
lished this month at S. L. Bird & Sons. The windows 
directed by Don A. Ferguson were trimmed to accen- 
tuate the booklet and were indeed a masterly presenta- 
tion, as illustrated. The usual colors of red and black 
made a strong contrast to the groups of merchandise 
displayed depicting the pages from this booklet. The 
following wording in black cut-out wooden letters, 
“Observer fashions originating in the World’s Style 
Centers are shown at Bird’s simultaneously” were set 
in semi-circular order on the background with brilliant 
lighting concealed in recesses that helped to increase 
the effect. Each group of apparel was shown directly 
back of the open pages illustrating this merchandise, 


(Continued on page 68) 
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By F. WHITELAM 
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ONTRARY to what one m‘ght expect, there 
has been no dropping off of interest in Los 
Angeles displays, following the Easter sea- 
son. A review of the windows reveals an 

almost unanimously fortunate choice of materials and 
merchandise for display. Among the ready-to-wear 
stores, displaymen are helped by the pleasing trend 
toward variety in style of dress. It is practically 
impossible for the average woman to be apathetic 
toward display of gowns and frocks, in the face of 
the present complete reversal of style in dress. And 
the local displaymen use this fact in their choice, not 
only of merchandise for display, but also in back- 
grounds and incidental setting. 


Barker Bros. 


BARKER BROTHERS last month showed a very 

interesting window of General Electric refriger- 
ators. No two of the refrigerators were of the same 
shade or color, and only one was white. They were 
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By H. C. ROSS 
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Barker Bros.: Furnishing the summer home. 
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spaced to give full vision to each separate refrigerator. 
Accessories in the way of ice box bowls and dishes, 
trays and glassware suggestive of cool summer drinks, 
and small portable tiered tray tables, heighten the 
interest of the window. The rustic furniture window 
was designed to attract those interested in furnishing 
or refurnishing their seaside cottages or mountain 
cabins. All the furniture is in rustic hickory, with a 
rough home-spun covering of cushions. Two Mor- 
roccan rugs are used for window draperies—a most 
suitable use for these rugs in one’s summer home; 
and a homespun material forms the hanging in rear 
of the sofa. The floor is linoleum, 

On the shelves of the delightfully modern cup- 
board in the distinguished Easter silverware and china 
window, were shown fine bone china of various makes, 
and in a variety of colors and designs. To left and 
right of center, on two-tiered low platforms, are shown 
delicately wrought pieces of modern silver. 

(Continued on page 69) 


Barker Bros.: A little gift of silver and china. 
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Fruits of 
Depression 


By “VIC” RUSSELL 
Director of Sales, Neighborhood Stores Display 
Service, Chicago, Ill. 


HE time worn statement that experience is 
the best teacher will always be true. After 
each experience we find ourselves just that 
much wiser for the next one we are to en- 

counter. The experience gained by living through the 
great depression of nineteen thirty will always be a 
stepping stone to those of us that have kept our eyes 
open. The so-called University of Hard Knocks is 
not the most enviable institution of its kind in the 
world but the graduates usually stand the _ better 
chance of success if they will profit from their expe- 
riefice. 

After reading over the honor roll of fifty-six com- 
panies that made a good profit dur.ng the past year, 
we naturally try to find the key to their success. To 
some, they could believe nothing short of Aladdin and 
his wonderful lamp could have accomplished the re- 
sults they have achieved. After the smoke had cleared 
away, experts checked the records of these prominent 
successes to find the answer to the question of ques- 
tions and one particular fact has stood out from all 
the rest. 

Those who would succeed must advertise. 


wy 


Adver- 





SPLAY WORLD 


May, 1931 





tising is a rather long word that covers a wide ficld 

and it works the best when used most intelligently 
Every problem needs a particular type of adv:=r- 

tising to fill its need, so whatever you do, work ui til 


you find it. The harder you find conditions press:ng 
against your, business, the more you must think of 
some effective idea to advertise it all the more forcil ‘y. 
The strenger your mental impressions register upon 
your prospective consumers the more likely you :re 
to succeed. Such is the law of continued prosper ty 
during a depression. 

Let us look at each form of advertising as in li- 
viduals with their particular job to do, such as maga- 
zines, radio, newspapers, window displays, etc. ill 
have a share in the work to be done for the manufic- 
turer towards a victorious finale of a successful cain- 
paign. All of us can recall during some college foot- 
ball game, some substitute player who has been 
benched all season long, called into play when a regu- 
lar is hurt . and when he once gets into action 
proceeds to out-star all the regulars on the team. 
Many a star player has been found that way. 

The great battle of business versus depression has 
discovered a new star in the advertising field. From 
now on it will be looked upon in its true value. The 
new star is window displays. It has proved itself a 
vital factor in the sales building efforts of some of 
the great successes of 1930. 

The happy hunting ground for the manufacturers 
is in the retailers’ windows. That is where their mer- 
chandise is sold. Why not concentrate on the value 
of advertising it there? Point of purchase advertising 
makes window display a doubly important medium. 
Certain manufacturers already realizing the genuine 
value of this kind of advertising manage to control 

(Continued on page 26) 
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There’s more than one way to arrange a Mission Dry-@splay, but this arrangement of crepe paper and 
dealer helps, while very-siniple; is extremely effective. 
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WHEN WINDOWS GO UNNOTICED vee 


CHECK UP THE Furlight Zone 


Perhaps you have planned your 
window with every apparent detail 
correct. Good merchandise 
unusual arrangement striking 
color... original design. Yet, the 
cash results are disappointing. 
That's when it will pay you to 
suspect the Twilight Zone . . . a de- 
tal that is often overlooked. For, 
the Twilight Zone is a deceptive 
half-light that seems adequate under 
ordinary inspection. But careful 
study soon shows that it lacks the 
clear, glareless intensity necessary to 
display merchandise effectively. 

Why not make sure that you are get- 
ting maximum benefit from your 





In the Westinghouse 
Lighting Institute 


A complete modern lighting 

installation demonstrates cor- 

rect illumination for windows, 

counters, and store interiors. 
Open to visitors 

Daily 9 to 5—Saturday 9 to 12 

7th Floor, Grand Central Palace 
New York City 


around the corner from your hotel. 








window displays? Call in the Light- 
ing Specialists from your local light 
and power company or the Westing- 
house organization. They are always 
willing to check up your lighting 
facilities scientifically, and advise 
you how to outwit the Twilight 
Zone. 


Out of the Twilight Zone 


For those interested in making 
modern illumination most useful in 
display work, an illustrated book, 
“Merchandising Steps Out of the 
Twilight Zone,” is available. Write 
the Westinghouse Lamp Co., Dept. 
203, 150 Broadway, New York, N. Y. 


*The deceptive half-light between obvious darkness and adequate illumination. 
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GETTING THE 


Suggesting an interesting background display for late spring and early summer, 


Customer Response 


OF A BACKGROUND 


By J. ROY EDWARDS 


ACKGROUNDS for spring, backgrounds for 

t summer, backgrounds for fall, backgrounds 
for winter—backgrounds, backgrounds, back- 

grounds. I wonder if the displayman ever 

gets tired thinking about them? I know I don’t. Each 
new season brings countless ideas in fashion, style and 
prevailing modes, which must be caught and put into 
the background. Some find this hard work, but I find 
it a great joy; a sense of real satisfaction in securing an 
idea, putting it on paper, following its construction and 
installation, and then actually getting the customer 





response. 


It’s a great kick—that kick of hearing the public 
express its appreciation of the beauty and artisticness 
of the background display. Not all of the opinions are 
favorable, but I profit by each comment. Sometimes 
the critics find something I overlooked, sometimes the / 
suggest different treatments in color schemes. I watc1 
their reactions like a grizzled old sea captain watches 
the barometer. The customers are my barometer cf 
design, my color chart and my idea encyclopedia. 

Of course, background design isn’t easy unless the 
displayman is particularly apt. Then, if he finds the 
work fascinating, he can work wonders with a pencil, 











he 
ali 
ba 
th 
op 


bli 
sail 
Ora 
sch 
Sea 
sun 
tail 
viol 
bac 
sha 


pail 


ae 











IQeT 





public 
cness 
Is are 
times 
the, 
watc 1 
itches 
er cf 


ss the 
is the 











May, 1931 


hammer, saw, knife, nails, lumber, board, fabric, paint 
and brushes. The pencil work, or creative part of the 
background, is probably where the shoe pinches, but 
thet phase of the work is extremely easy. Countless 
ypportunities are available for adaptation and recreation. 

As an example of the flexibility of a design, I 
n suggesting this month a simple—simple from the 
t:ndpoint of design and construction—and attractive 
ackground. It consists of a hanging plaque, a plateau, 
atl a screen, which serves, besides a background, as a 
n rchandise displayer, as it has a niche cut into its sur- 
fave. Next month, and in the month that follows, I am 
«ng to take the same design and show you but a few 
o{ its possibilities for design readaptation. And, con- 
siering that the design does not represent any particu- 
la’ season, it can be just as seasonable as the color 
scieme allows it to be. 

In the spring of the year pastel colors, like pinks, 
blues, greens, violets, etc., should be employed. But the 
saine design can be used in the fall if heavy reds, golds, 
orange, brown, black, etc., are introduced. Color 
schemes will be suggested as we progress through the 
seasons. The present design can be used for early 
summer displays, and I suggest a neutral background of 
tai or taupe, with the design in the pastel colors pre- 
viously mentioned. If a curtain covers the permanent 
background it should be of a neutral shade, or the same 
shade that the body of the background panels are 
painted. 
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Construction work is simple. The drawing of the 
back of the background design and its accompanying 
diagrams show quite clearly how the background is, 
could or should be built. The frame work for the panels 
is indicated, as are the floor plan and side elevation. 
Should you decide to reconstruct this design, all you 
need do is familiarize yourself with its intricacies, plan 
your material, decide on the size and go to work. 

I do not suggest the size of the background. I have 
found, in designing backgrounds for a group of stores, 
that in practically every instance each store would want 
a different sized display. Therefore, if the displayman 
can conceive the reproduction of the suggested design, 
and can execute it, he will not need a scale of drawing 
sizes. Who can tell? He might want to build a back- 
ground twice the size that I have suggested, or he m‘ght 
want a larger or higher plateau. Any such changes will 
not mar the effectiveness of the display, but will, in each 
instance, make the background suitable for its particular 
purpose. If the displayman in question cannot conceive 
the background size, he will not attempt to build it. 

The decorative design can be pa‘nted on the surface 
of the panels, which can be painted flat or covered with 
any number of various display fabrics. I suggest, for 
the most effective presentation,, the use of design relief 
as suggested by the drawing of the single panel with the 
design in three reliefs. It is a simple matter to follow 


- each relief on this drawing. Panel A, for example, 


represents the first relief; B, the second relief; C, the 
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Here’s the elevation, floor plan and detail of background construction. 
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Detail of design relief on scene. 


third relief ; D. the design of the panel; and E, the relief 
of the panel as viewed from the side. 

Going back to the. actual construction of the back- 
ground: A, on the background group, shows the side 
relief of the screen and merchandise displayer; B, the 
back construction of the display screen and plateau; 
and C, the floor plan of the background arrangement. 
You can follow the diagram very easily; refer to D, on 
drawings A, B and C, and in each instance it checks 
with the spot the merchandise displayer or niche occu- 
pies in the plan presented. Drawings D, E and F, on 
the background group, represent the relief, background 
construction, and floor or ceiling plan of the hanging 
plaque. 

The relief work, if the background is constructed in 
relief, should be cut from some good grade wallboard. 
The decorative sweeps of the flower design can be re- 
produced very easily if you possess a Cutawl. If you 
are not fortunate enough to have that machine, you will 
probably use a key-hole saw, yet I recommend a knife 
for such work. A knife will give you a clean edge, and 
once you are accustomed to working with a knife you 
will forsake a saw for all types of wallboard work. 
(I mean a handsaw in this instance, not a Cutawl. ) 

The display niche can be covered with solid board or 
frosted glass. If glass is used, a shadow-box effect can 
be created by installing lights above and below the niche. 
Ensemble groups of merchandise accessories can be 
arranged in the niche. 





Fruits of Depression 
(Continued from page 22) 


the retailers’ windows by giving them free merchan- 
dise to control it. The wide-awake dealers, however, 
will not always sell their most valuable location in 
their stores to satisfy the selfish desires of these 
manufacturers. On the other hand a retailer will 
gladly give his best window space to those that assist 
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him to sell moré of his own merchandise and shoy 
him the way to become a better merchandiser. 

For years the independent stores, generally speak 
ing, paid little or no attention to their windows. Thi 
chain stores have opened their eyes to the fact tha: 
good window displays are the eyes of the retail busi 
ness. 

It is not uncommon nowadays for our organizat‘o1 
to encounter manufacturers using window display: 
for their entire advertising activity. A few years agi 
such a thing would have been unthought of and con 
sidered unsound. While it is generally understood 
that window displays pull more successfully wher 
used in conjunction with other kinds of advertising, 
we have records where window displays have done 
the job alone and done it well. 

Millions of dollars are invested yearly in all types 
of advertising that would be bringing back a much 
greater interest if window displays had been used to 
remind the public of products they have seen or heard 
about and had forgotten. 

Yes, we are having a depression now, and as his- 
tory repeats itself, we shall have more in years to 
come. 

These depressions always leave us knowing a little 
more than we knew before. We strive harder to 
overcome our problems and to find the answer. Often 
the “need” to help us to victory is benched waiting to 
be called into play and then does the task for us far 
above our expectations; such is our new find . . 
window displays. 





Famous Trials of History 
iets advantage of widespread interest in National 

Dairy Products Corporation’s recently inaugurated “Fam- 
ous Trials of History” radio series, and helping to arouse 
further interest, the display here shown proved highly effec- 
tive in one of the Sheffield Farms Company’s stores in New 
York City. 

Located near a busy subway entrance, the store’s display 
attracted thousands of passersby daily. Pictures of princi- 
pals in the various trials were shown, while microphones, 
miniature radio towers and law books. provided atmosphere. 
Built around these was a display of products made by 
National Dairy subsidiaries. 

Because of its unusual nature and excellent presentation, 
the “Famous Trials of History” series has been proving one 
of the most popular radio programs on the air. The adver- 
tising and broadcasting of National Dairy Products Corpora- 
tion are being handled by N. W. Ayer & Son, Inc. 
















The Sheffield “Famous Trials” display. 
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The following concerns are upholding 
New York City’s traditional leadership 
in supplying the country’s display needs. 





Learn Display Merchandising 
(Scientific ‘Window Trimming’’) 
Day and Evening Classes, Men and Women 
Only display merchandising school in America 
Correspondence Display Courses 


MacLEOD INSTITUTE 
Scientific Display School 
246 Eighth Avenue, West 23rd St. 


MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Will Be Shown at Our Booth at the 
I.A.D.M. Convention, Boston, June 15-18. 


MILEO—44 East 8th Street 








J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY 


MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 
FRANK NETSCHERT, Inc. 


Artificial Flowers and Decorations 
Natural Preserved Foliage 
Your Inquiries Are Solicited 


61 BARCLAY STREET 
THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 











THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY 





MAHARAM TEXTILE CO. 


Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 
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BOSTON 


Ready for I.A.D.M. Delegates 






EMILE SCHMIDT, 
President, I. A. D. M. 


" GLANCE at the visages reproduced and spotted 

through this section will clearly indicate that the 

Boston convention committee is numerically 

strong and at the same time intelligently directed 

in every department. We regret the fact that Convention 

Director David A. Kressfield’s picture is not included, but 

since the portrait was not forthcoming at the time this ma- 

terial was being prepared, it is taken for granted that the 

dynamic Mr. Kressfield was just too busy with program 

details to take time out to locate the old tintype or pose for 
a 1931 model. , 

However, meager though our knowledge is of complete 
program personages we are sure that Boston will present one 
of the most pretentious and important lists of speakers, lec- 
turers and demonstrators in I. A. D. M. convention history. 

Though a bit too early for the completion of the program 
we can name a few of the country’s leaders who are already 
putting the finishing touches to their assignments. First 
among them is Governor Ely of Massachusetts, who, accord- 
ing to Convention Director Kressfield, will open the Thirty- 
fourth Annual Convention. Mayor James Curley will be the 
second state leader to lend dignity to the event. 


LEMENT KIEFFER, JR., display director for the Klein- 
hans Company, Buffalo, N. Y., and chairman of the Senior 
Executive Group, will present an unusual feature in the men’s 





~~ . & 


Joun F. Harvey, Chairman, Frank J. McCann, Chairman, Watter J. Ketty, Treasurer, 
Boston Display Men’s Club. 


Publicity Committee. Educational Committee. 


HUGE DISPLAY EXHIBIT 
OUTSTANDING EDUCATIONAL PROGRAM 
DEMONSTRATION BY HERMAN FRANKENTHAL 
SENIOR DISPLAY EXECUTIVE GROUP MEETINGS 
WINDOW DISPLAY and DISPLAY SERVICE CLINICS 
ENTERTAINMENT —WHOOPEE —CLOSING BANQUET 
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JUNE 15-18 
HOTEL BRADFORD 


wear clinic, using specially prepared lantern slides to illus- 
trate his lecture. Carl V. Haecker, display manager for 
Montgomery Ward & Co., Chicago, is slated for a prominent 
spot on the program and Carl can fill it nicely. Then there 
is Herman Frankenthal, always referred to as “dean of the 
profession.” Mr. Frankenthal has annually contributed to 
the success of I. A. D. M. programs and his acceptance of an 
invitation to appear is to say that his feature will be a high 
spot in the program. Mr. Frankenthal, as everyone knows, 
is display director for B. Altman & Co., New York. 

Others who have already accepted places on the program 
include Charles F. Morton, display manager for Weinstock- 
Lubin, Sacramento, Calif.; William Murchison, promotion 
and advertising manager, the Ayers Co., Lowell, Mass.; Lee 
Bristol, vice president, Bristol-Meyers Co., New York, and 
Charles W. Pritzker, general manager, Gillette Safety Razor 
Co., New York. Director Kressfield advises that the program 
will be completed in a very few days and as soon as the 
executive office receives complete details, copies of the pro- 
gram in entirety will be directed to 5,000 displaymen through- 
out this country and Canada. 


HE Boston committees are well balanced and each headed 
by an outstanding executive and little will be left undone 
in their effort to stage an outstanding convention. John F. 
Harvey, Edison Electric Illuminating Co., is known as a 
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Frep A. HENNING, Chairinat, 
Membership Committe’. 
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CLAYTON WELCH, 
Membership Committee. 





progressive display director with a keen knowledge of organ- 
ization and an excellent promotion man. He is in charge of 
local publicity and also exposition director in charge of 
New England district. 

The educational committee is under the direction of Frank 
McCann, display manager for the Boston division of Sears, 
Roebuck & Co. Mr. McCann is excellently equipped for his 
committee assignments and is collaborating perfectly with 
the convention director and President Schmidt. 

Miss Constance Swift, C. Crawford Hollidge Co., is in 
charge of the Boston branch of the Ladies’ Auxiliary of the 
I. A. D. M. and in that position will arrange for entertainment 
of the visiting ladies, and together with her committee col- 
laborate with Mrs. J. H. Richter, Chicago, national secretary 
of the Ladies’ Auxiliary. 


| advices from Director Kressfield state that the 

plan employed at the 1930 convention will be again in 
effect—clinic sessions from 9:30 a. m. to 12 noon, and com- 
bination luncheon and general sessions from noon to 2 o’cloci 
p.m. There will be no convention sessions after 2 o’clock 
on any day save the meetings of the executive committee and 
the board of directors. 

Edward Sherman, display manager for Kennedy Clothing 
Co., Boston, is the fellow selected to take charge of all enter- 
tainment features for the I. A. D. M. delegates and from 
what we hear of “Ed” he’s the boy that can do it right. 


N May 15, the fourth mailing of exhibit plans will issue 
from the executive office and it is hoped that last minute 


Morris GINNS, L. F. DExTEr, 


Membership Committee. 
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Mrs. A. J. HANNIGAN, 
Ladies’ Auxiliary. 
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Ep. J. SHERMAN, Chairman, 
Entertainment Committee. 





reservations will tax the capacity of our available space. At 
the present writing a few desirable locations are as yet un- 
assigned on the mezzanine floor but as soon as they are 
reserved all future assignments will be in the ball room 
balcony section. Manufacturers having reserved spaces since 
the last publication of lists include Milwaukee Form and 
Wax Figure Co., Milwaukee; The Measuregraph Co., St. 
Louis, Mo.; Segall, of Philadelphia; Joselyn Show Case Co., 
Boston, and Messmore & Damon Co., New York. 

Contract for installation of exhibit booths has been 
awarded to the M. E. Gordon Exhibit Co., Chicago. This 
organization is nationally known and maintains warehouses 
in New York, Pittsburgh, Chicago and Kansas City, Mo., 
and operates under the personal direction of Maurice F. 
Gordon. The company is no stranger to Boston, having 
supervised many shows at Boston hotels, Mechanics Building 
and the Arena. 


SENIOR DISPLAY EXECUTIVE GROUP 


ee promises to be one of the most resultful features of 
the Boston convention takes the form of a business 
session and dinner for the members of the Senior Executive 
Group, planned for one of the early days of the convention. 
The meeting will be called to order by Clement Kieffer, Jr., 
chairman of the Senior Executive Group. Business of perti- 
nent I. A. D. M. interest will be discussed, proposals made 
and resolutions adopted for presentation before the executive 
committee—directors’ board meetings. 

Letters announcing the senior group meeting were mailed 
(Continued on page 64) 


SAMUEL BRANS, 
Educational Committee. 


WALTER ASHLER, 
Educational Committee. 











Hitch Your Wagon to a Star 
(Continued from page 6) 

Someone has said Father’s Day happens around 
this time. Now fathers, represented by Saturn in the 
sixth house—the house of work—ought to find plenty 
to do during the new moon. Efforts to help men with 
families is likely to be made. Saturn is square to 
Aries in mid-heaven, with Venus in orb, and father is 
not inclined to do much dolling up (probably can’t 
afford it). As Jupiter is square, but the sun and moon 
are trine to this position, he should begin to think 
of his personal appearance. It will help in the com- 
munity. Therefore, buy father some accessories for 
the day. Help the constructive vibrations of the 
planets. 

The moon, expressing the public in the tenth 
house—in conjunction with the sun and trine with 
Saturn—will be in the limelight. There will be ex- 
travagances in nonessentials, plenty of quick sales, but 
Saturn may cause the public to wish for an exchange 
or refund of money. 

There is a very interesting point in this chart for 
the new moon—Neptune, the god of the ocean, is in 
the second house. This is amazing as it shows that 
money will be made by and through things controlling 
water or water sports. It is a good outlook for the 
bathing suit, beach .coat and pajamas—particular in 
bright colors. Neptune is in an earth sign, which says 
as plainly as the old poem: “Hang your clothes on a 
hickory limb but don’t go near the water.” Neptune 
is also trine to Mercury which means that beach 
costumes and bathing suits should be on rather chaotic 
and futurist lines. As Mercury is retrograde, men- 
tality is somewhat over-shadowed by the sense of 
color and the unusual. 

If I were writing on sports instead of fashions, 
I should suggest some old sport in a new guise; such 
as beach polo, or beach tennis, and one could have 
costumes in keeping. 

Uranus is in the house of travel and will cause 
unexpected trips. One should be prepared. Merchan- 
dise your displays with traveling equipment and be 
ready when the call comes or you may lose your 
opportunity. 

They say you should always leave folks laughing 
when you say good bye, and I can leave you with this 
thought in mind: Saturn, trine with the sun and 
moon, shows that we are working toward success 
despite obstacles. 





Neon Lights 
(Continued from page 11) 
charge their dealers the cost price, but accept payments 
in delayed installments. In some special instances such 
signs may be furnished free to good retailers. 

Some large companies specify a certain sign manu- 
facturer as a source of supply, and recommend that 
their agency dealers communicate directly with the sign 
company and secure a definite standardized display. 
Sometimes the sign company and the manufacturer 
divide the cost and undertake a joint promotional cam- 
paign to place the signs in the dealers’ windows. 

However, retailers and manufacturers are giving 
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increased thought to the effective display of merchaii- 
dise. They recognize that their success is inseparab'y 
intertwined, and depends largely on the proper intro- 
duction of buyers to the product. 

A survey recently conducted by the National Res- 
taurant Association showed that more than 75 per cei t 
of the members used signs, and that they were consic - 
ered most: effective in bringing traceable business. 

The’ experience of a store in Seattle featuring 1 
nationally advertised brand of men’s clothing showed 
that after the installation of modern display lighting its 
sales of clothing rose over 50 per cent, and the sales in 
the furnishing department recorded a 100 per cenit 
increase. While the actual figures vary in differert 
instances, these results are impressive. 

Though, technically, the local dealer may be an inde- 
pendent company, he is in reality the distributing branch 
of the manufacturing organization. Mutual interests 
call for close cooperation. 





Half a Ton of Pipe Mixtures 


HEN we speak in terms of tons we immediately 
think of large quantities and that’s what we 

should think of when considering the tobacco display 
reproduced here. J. H. Peretti, display manager, 
L. J. Peretti Co., Boston, Mass., created the display 
and it sold over half a ton of pipe mixtures in pack- 
ages of two to sixteen ounces. 

This display is the result of a good idea success- 
fully executed. The sign appropriately reads, “There 
must be a reason why so many pipe smokers, from 
all over this and foreign countries, send to our shop 
for tobacco to suit each individual taste—we will 
gladly assist you in blending a tobacco to suit your 
palate.” 

The use of the globe to represent “smokers from 
all over the world” and background panels covered 
with letters from satisfied smokers—or should we say, 
satisfied palates ?—is very effective. Dozens of differ- 
ent blends are shown in cans and bowls and each 
mixture is labeled. The labels tell where the tobacco 
came from; how it is prepared; what part of the leaf 
is used, etc. Just another example of a good display 
that clicked. 





J. H. Peretti’s tobacco dispiay. 
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i Come to the Bradford! It’s a modern, mid-town 
splay hotel where the details of service and surround- 
ings invite the patronage of interesting people. 
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HHere Comes 


Left: An amber spotlight illuminated this 

Franklin Simon, New York City, bride. 

Her gown was made in the Franklin Simon 
studios. 


Center: She walks in beauty to the altar— 

who wears a gown of frothy net and lace. 

So reads the card in this Arnold Constable, 
New York City, display. 


Bottom: The _ bride Botte 
copies her gown and may 
color scheme from ven, 
Patou—and then par- made 
ades the length of the last y 
center window at the eues 
Emporium, San Fran- white 

cisco. built 
Re 
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Right: And the bride wore—a most exquisite 
gown of ivory satin—after Patou. This 
lovely bridal display at The Union Co., 
Columbus, Olio, was created by E. Fraser. 


Center: A bit of Old World charm in bridal 

costumes, and the simplicity of modern back- 

ground design are introduced at M acy’s, 
New York City. 


Bottom: Marriages BD 


may be made in Hea- 
ven, but 1198 were 
made in Fresno, Cal., ¢ 
last year! This display 
was done in silver and 
white, created and 
built by R. A. Corbin, 


Radin & Kamp. r 
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Do You Want to Readapt An 


QOutTstaAnpine Wixvow Display 
For Your Store? 
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Chart drawing illustrating the floor plan of standard window fixtures. 














EGINNING with this issue, and continuing 
henceforth, DISPLAY WORLD will offer, 
each month, a group of “The Best in Dis- 
plays,” readapted for other windows. In each 

instance we will show, as near as possible, the original 
se'-up of the display, and then place that set-up in three 
other windows. In other words, if the display to be 
ad pted appeared originally in a straight window, we 
wi'| show the set-up for the straight window as well as 
th: set-up for an island, center and “L” display. 

Should you want to use the ideas suggested in the 
tru, all you need do is build your set-up accordingly. 
C.ndense or enlarge it to the proportions of your show 
wiidow, be it straight, an island, a center or an “L” 
wiidow. Should you have a window that does not con- 
form to any of the plans suggested, by studying the 
sei-up in each display and determining the position of 
th different fixtures you should be able to change the 
arrangement to fit your requirements. 

Before considering any adapted display, let us speak, 
as it were, the same fixture language. We show you 
on page 34 a drawing of your standard fixtures, or a 
drawing of nine fixtures that represent the fixtures you 
will use in the set-up construction of your windows. 
You might have metal or wooden fixtures; you might 
have a period or a modern design, but the design or kind 
of fixture will not make any difference so far as the fix- 
ture drawings are concerned. The key to the fixture 
drawings is as follows: 

(1) Garment or waist stand; (2) accessory stand; 
(3) tee or drapery stand; (4) shirt or easel-top stand; 
(5) hat stand; (6) shoe stand; (7) costume, waist, 
coat, or shirt form. (In this instance the indica- 
tion of each form is very simple—a circle with a 
line drown through the center from side to side— 
and you are not likely to confuse the different 
forms. For instance, you will not use a coat form ina 
ready-to-wear window and you will not use a waist 
form in a shirt display. The difference between the 
waist form and costume, or shirt and coat form, can be 
made in the size of the circle—the largest circle, the 
largest form.) 

(8) Pedestal and display board; (9) boys’ and 
girl’s wax and leg forms. 

The position of the line drawn through the fixtures 
represents its angle in regard to the background of the 
window. As you study these and following set-ups you 
will notice that only four fixture angles are indicated in 
the drawings. The original display might not have 
followed the angles given, but in each fixture drawing 
we will straighten up the angles and show only the four 
angles, or those of the four that should be used. 





Window No. 1 


BPW. FRASER, The Union Co., Columbus, Ohio, is’ 


responsible for one of the most interesting shirt 
displays that we have seen in quite some time. The idea 
is tine and the execution is excellent.. However, we can 
heir some of you saying: “How can I use that idea? 
We don’t have Manhattan shirts.” But must you. use 
such an excellent display idea for shirts? What’s the 
mciter with using the same idea for shoes, hats, milli- 
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Men’s NeHi 


PUT ACTION 


in your Hosiery Display 
with these life-like forms 


WVomen’s LoNeHi 


HESE snappy display forms go “straight to the 

pin” in attracting attention. They enable you to 
capitalize more profitably on the interest in golf. 
We have developed sev- 
eral Fairy Forms specially 
suited to the display of golf 
and sports hosiery for both 
men and women. The 
forms are weighted in the 
toe so that they stand up- 
right without support: Note 
the action—just like the 
well formed human foot, 
ready to step up to the ‘first 
tee. 


Fairy Forms are made of 
a light composition called 
, Fairylite, which is smooth 
This Fairy Form is especially 48 porcelain and easily kept 
designed for displaying men’s Clean. They have a natural 
golfhose. It is the men's Nelli. flesh-tint and are: designed 
Height 1542". Price $6 a pair. 14 Ft shoes. They do a double 
job for you—display hosiery 
and shoes! 





Get them at your jobbers. 
If he does not have them, 
write direct to us for the 
interesting folder, “The. 
Fairy Form Family.” 


SHOE Form Co., INC. 
Auburn, N: Y. 
Licensed Manufacturiug Branches: 
Unitep Last Co., Ltn:, 
Montreal, Que. 





The Women’s LoNeHi, suit- 
able for displaying all types 
of hosiery, including. sports Northampton, Paris, Frankfort, 
hose and socks. Height 154%”. England _France Germany 
Price $5.50 a pair, Melbourne, Australia 






Sell 


: 
PROTECTED BY AMERICAN Hosiery AND FOREIGN PATENTS 








DISPLAY WORLD May, 1031 


am 





















































Readapting the Manhattan shirt display to fit a center, island, and “L” window. 
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eR Snes ce _— 
Boys’ clothing display, as conceived by Sidney Ring, Saks’, New York City. 
- 














Readapting the boys’ clothing display to, fit a center, island, and “L” window. 
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Readapting the hosiery display to fit a center, island, and “L” window. 




















nery, accessories or gift goods? Can't any of the items 
just mentioned be displayed on the shelves as well as 
shirts? Then it isn’t necessary that you use an “M” 
for ‘he merchandise displayer. What’s the matter with 
a pun screen, a group of panels, or cut-outs of any 
lette:, for that matter? — 

'1 the fixture arrangements we find the original 
set--p at the top left. (We do not indicate the fact that 
the extreme left side of the original display is filled 
wit! glass and has an extra shirt group in the left-hand 
corier. The average straight window will not carry 
gla. along the mentioned side, and the set-up will be 
rep) duced as shown. ) 

But we do not have a straight window; we have an 
‘L, or a center, or an island.”” In which case, use the 
“L” set-up as indicated at the top right, or the center 
window set-up indicated at the bottom left, or the island 
window set-up as indicated at the bottom right. In 
every instance but one we use the same number of fix- 
tures. In the “L” window we suggest the addition of 
an extra group in the upper left-hand corner, as that 
corner would be rather bare if an additional group is 
not used. 

The heavy black line, in every instance, indicates the 
background. The light line indicates the glass. Study 
the angles of the shirt easels. Notice how they face 
into the display, or to the window glass, as the case may 
be. The angles in every instance are determined by the 
window. 

In the island window we suggest a double-face mer- 
chandise displayer, as well as a large sign in the front 
of the display. Should you use a curtain along the back 
of your island window, you will use the original set-up 
idea. And, in the event of a curtain, the two shirt easzls 
at the back of the island window will face the glass and 
not the curtain. 


Window No. 2 

IDNEY RING, Saks’, New York City, originated 

this interesting presentation of boys’ clothing and 
furnishings. The idea is one that can be elaborated 
upon and used for either clothing or ready-to-wear dis- 
plays. The original window is very long, so the sug- 
gested fixture set-ups, as adapted from a straight to an 
island, to a center or to an “L”’ window, show the mer- 
chandise displayer much shorter than it really was. 
However, by increasing or decreasing an idea its adapt- 
able features can be used in any size window. 

The display is merchandised in three ensembles, 
with a figure at each end. A complete merchandise 
group is suggested in each ensemble, which can be re- 
proluced as created or arranged as required. Should 
little shelf brackets be introduced on the displayer, 
per'ume and smart accessory groups can be shown, on 
the perpendicular, with ready-to-wear. 

"he most radical changes made from the original 
set-ip, other than the addition of small merchandise 
gro ips in the “L,” island and center windows, are the 
changing of the form of the two end displayers in th2 
cen’'er window and the breaking up into two sections of 
the displayer in the “L”’ window. These changes need 


no’ be made. In the “L” window the displayer can be 
(Continued on page 41) 
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USE ATTRACTIVE 
FIXTURES ... for the 
best sales results. 


No. 4163 


CIRCLE DISPLAYER 


% 


“SELL BY DISPLAY” 


No. 4051 TABLE 


HUGH LYONS & CO. 


NEW YORK, 485 FIFTH AVE., CHICAGO, °31* MERCH. MART.. BOSTON, 52 CHAUNCY ST 


LANSING, MICHIGAN 


MEMBER "NAT'L DISPLAY EQUIP. ASS'N’ 











DISPLAY 


YOU’LL BE AMAZED 
at the effects YOU 
can produce...... 















with this 
LOW-PRICED 


TYPE H 


+ AIRBRUSH 


Here’s a popular-priced airbrush for window trim- 
mers, show card writers, and decorators who want to 
do a wide range of work such as coloring, stenciling, 
bronzing, tinting, spotting, blending, shading, stip- 
pling, etc. 


The Paasche Type H Airbrush can be easily and 

quickly adjusted to apply the lightest or heaviest 
colors—varying from a line to a wide spray or stipple 
effect. Write for prices and specific data about this 
remarkable tool and ask for complete information 
about the full line of Paasche Displaymen’s Unie ® 


“The Choice of the Nation’s Greatest Artists” 


faasehs Mirbrush bo 


19922 DIVERSEY PARKWAY 
CHICAGO 
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CHILL ‘OF THE NORTH 


and HEAT OF THE DESERT 


By JAMES M. CONNOLLY 


The Brooklyn Union Gas Co., Brooklyn, N. } 


DISPLAY of domestic gas appliances arranged by 

the Brooklyn Union Gas Co. was the outstanding 
feature of the fortieth annual Food Show held recently 
in Brooklyn. Judged by the number of visitors who 
inspected the exhibit, the gas company’s display led all 
of the 125 exhibitors in the amount of interest attracted. 

Two factors—the choice position the display occu- 
pted and the artistic manner in which the appliances 
were exhibited—accounted for the attention given the 
gas company’s part of the show. The display filled the 
space of five booths at the right of the entrance, so it 
was the first thing to catch the eyes of visitors as they 
entered the Thirteenth Regiment Armory, in which the 
show was held. 


MODERNIZE — AND ECONOMIZE —WITH 


a 


GAS was the theme on which the whole exhibit wis 
based. Numerous appliances were shown ranging from 
the Electrolux, which provides the CHILL OF THE 
NORTH, to space heaters giving off the HEAT OF 
THE DESERT. 

A feature was the initial showing of the “Kitchen 
Kompact,”’ the new combination unitswhich groups gas 
range, Electrolux, kitchen cabinet, sink, work table and 
storage cabinets into one unified whole. Three advai- 
tages of the Kompact, which is the brain child of Hugh 
H. Cuthrell, manager of the new business department 
of the Brooklyn Union Gas Company, were set forth in 
the display, these advantages being that they save space, 
make kitchen work easier and add to the attractiveness 
of the room. 


MODERNIZE 


“PO ZO—-Zo ZMPFKOOXTSE MI~ 


on 





WASH UP 100 TIMES A DAY. 


WME For wear 
“GOING PLACES“ | OF THE DESERT 
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Utility displays by James M. Connolly, The Brooklyn Union Gas Co. 
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Readapting Displays 
(Continued from page 39) 
created as originally shown and used across the corner 
of the “L,” while the display in the center window need 
not have the two ends changed. But we believe these 
cianges will increase the attractiveness of the set-ups 

sould they be used in the windows in question. 

It will be necessary to use a curtain background if 
tve display is used in an island window, or the mer- 
ciandise displays will have to be finished on all sides of 
tie displayer. An extremely clever presentation for 
a) island window would be to use the merchandise dis- 
player idea with a pinnacle in the center of the window 
«id the sides sloping down to the glass line on all sides. 

At the bottom of the set-up drawing for this win- 
dow, one finds the side and back elevation of the pos- 
sible construction of the merchandise displayer; also 
the possible construction of the background panels. As 
you will notice, the center section is elevaeted about six 
inches above the side or end sections. This elevation 
can, or need not, be used. It adds relief to the display, 
but if your window is not long enough to permit at 
least a three-foot center section and two four-foot end 
sections, you had better eliminate the elevated center 
section. The original display was made in a window 
with about a twenty-foot background. 


Window No. 3 


BELLAIRE, Siegel’s, Detroit, Mich., created the 
* excellent hosiery display which we shall readapt as 
Display No. 3. The display is very striking in its sim- 
plicity, and, while Mr. Bellaire has the added advantage 
of working in a comparatively narrow window and the 
attraction of a modern background, his medium of 
hosiery presentation is very effective, and the repro- 
duction of his idea, as it can be reproduced in an “L,” 
island or center window, will give you a hosiery display 
that will be strikingly different. 

Should you use the idea, we suggest that you repro- 
duce the background also, or at least build the set-up 
in front of a set of curtains. The mode of merchandise 
presentation and fixture expression is so modern that 
the appearance of the display in front of a permanent 
background—unless the background is modern and ex- 
tremely simple in color and design—will lessen its appeal 
and attractiveness. Try to use the same fixtures. You 
might not have the modern hand hosiery displayers, but 
you have hosiery forms. If necessary, you can impro- 
vise a fixture for the hands. The use of the cut-out 
letters should be followed, and, while you may not have 
block letters, letters cut from wallboard, while not as 
eifective, will serve the same purpose. 

In readapting this set-up for the various windows, 
we have found it necessary to change the angles on parts 
oi the group background effects, as well as change the 
positions of the two front displays. These changes have 
been made where a larger window section was encoun- 
tered, or where the change in the angles served to open 
up the display for better visibility. The original display 
is shown at the top right-hand side of the fixture draw- 
ing. Its adaptation in an “L,” center and island win- 
dow is also shown. 
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Whuy.-- 


.... do merchants in 
New York, California 
and many other distant 
States use Standard 
fixtures 2 


There must be a reason. 


Why Not Investigate? 


Write for catalogs 


STAN = pero 


MANUFACTURERS 


If It Is For 
Displaying 
Merchandise 


We Have It 

















Nat-Mat Showcard Board 


Visit our Display Booth No. 7. 
The Boston Convention. 


Local Dealers in all principal cities of 
the States and Canada featuring quick 
deliveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS 
4318-36 Carroll Ave., 


Chicago, IIL. 


Carved Glass 


for the modern 
Storefront 


Daeg nationally known 
retailer—O’Connor & Gold- 
berg, Chicago—has used R & E 
Carved Glass for backgrounds and 
valances in their handsome dis- 
play windows. Here is a corner 
detail of background . . decora- 
tive panels in Glass .. . design 
in silver, on black. 


Even carved glass valances 
would iiven up your show win- 
dows. Why not send for our 
free iMesicnsin booklet today? 


RAWSON & EVANS CO._ 


700 Washington Blvd., Chicago. 

































Top: Ray WW’. Parks, display manager, The 

Leavitt Stores, Manchester, N. H., is respon- 

sible for three of these Skipper Blue displays. 

“Dots Are Unfurled on the High Seas of 
Spring Fashions.” 
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Right: “A New Version of 

Keeping One’s Head Above 

Daughters” is interestingly 

portrayed in the millinery 
display. 


Below: “Lighter Than Navy 

Is Nautical But Nice” is but 

another clever merchandise 

phrase in Ray Parks’ Skipper 
Blue” windows. 
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Bottom: Cut out letters 

forming “Skipper Blue” Bottom 
were used by A. Matzer, the rea 
display manager, Thal- can be 
himer’s, Richmond, Va., dow pro 
in his presentation of the furnitur 
new color. Other dis- sell arra 
plays in this series fea- for the 
tured various shades of Co., . 
blue. 
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Bottom: It is surprising 
the realistic effects that 
can be created with win- 
dow properties and beach 
furniture. Geo. R. Rus- 
sell arranged this display 
for the Wm. Hengerer 
Co., Buffalo, N. Y. 
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SAND 


Top: A wallboard background and cut-out 
waves add realism to this R. H. Macy display. 
The card reads: “Macy's By the Sea.” Appro- 
priate merchandise accessories were used 


throughout the window. 








Left: The window floor in this 

A. Roeder creation, Wm. H. 

Block, Indianapolis, was covered 

with white sand. The color scheme 

was cool blues and greens with 
touches of red. 


Below: “The Bath-House Shop 

7th Floor” is the only merchan- 

dise message in this attractive 

and different bathing accessory 

trim. It appeared in Saks’ Thirty- 

fourth Street Store, New York 
City. 
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AMMUNITION on 
for Counter FIIDING 
and Window FILLING 


€ By HAZEL H. ADLER 
The Taylor System, Inc., New York City 





ANUFACTURERS are becoming more and 
more conscious of the importance of attractive 
displays for merchandising the smaller acces- 





Profi 





sories. The B. F. Goodrich Co. is offering 

“assortments of bathing caps packed in smartly designed ee is 
modern containers which have excellent display appeal ots 
when grouped in windows or on counters. They are a a 
also supplying heads upon which to display caps. The ae ol 
illustrations in this article show artistic and effective ae 
displays built with boxes and heads. Be Ae 
The Goodrich container is unusually well conceived ee 
for display purposes. It is 10% by 14 inches. This while t 
practical size enables one to build up a solid foundation with i 
or background. The background of the box is a gay, Th 
golden yellow and the lettering is in turquoise blue and Sitios 
black. Each side of the box carries an individual adver- eels 
tising message: IN COLORS TO ACCENT THE he Be 
NATURAL LOVELINESS OF SKIN TONES— silitieca 
SMARTLY HARMONIZE IN COLOR WITH be su 
NATIONALLY KNOWN BATHING SUITS— modert 
MOULDED TO THE HEAD TO SUIT THE his tnx 
1931 b 
off-the- 
hairline 
A bathing helmet is displayed on a semi-circular shoes 
block in connection with a smart pair of bathing sat well 
shoes. Non 

dries, 


WEARER AND TO MAKE A SMART FRAMERS anmun 
FOR THE FACE—THE FIRST THING YOUR The o& 
SEE IN HIGH FASHION BEACH COSTUMES ang it : 
Therefore, if four boxes are spread out with one 4 dotted | 
each of the sides brought to the eye, they serve thi takes ¢} 
purpose of getting the entire Goodrich story over \MM them in 
the consumer without additional display of cards. 
The lettering has been done by hand and is vet 


; ‘ ‘ as MACLE 
smart and easily legible from a distance. Solid ack AN] 
ground blocks of black add to the interest of the com #8 
position when used to build up a background or founds A Ma 
tion. The box is solidly constructed and a sliding cat HM Avenue, 


board platform is provided on which to set the heads jj Youns m 
The heads are of papier mache in natural flesh cont sen : 
and are good both in profile and full face. It is VeVEM in ,j,,, 
important, of course, to place the caps jauntily on th June | 
heads. They should show a portion of the forchealfi !0 a. m. 





and be raised over the right or left eyebrow. ne 5 

Light or dark backgrounds may be employed. /MMM ant t...4;; 

Displaying a bathing cap on a stack of three the lighting is cleverly handled the shadows cast by tM factu--rs 
Centers j 


irregularly placed boxes. box grouping and head may form an effective part of 
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Profi'e arrangement of two heads ou box displayers. 


the display. The new fashions in bathing caps are like 
strect millinery modes—smart, effective and as flatter- 
ing as the rakish sports hat, and at the same time snug 
and comfortable. The woman will not be able to resist 
buying several of these if the attractive features are 
recognizable. Colors also are a fashion study in them- 
selves. Pastels are planned for pastel bathing suits, 
while the Algerian colors, blues, orchids and reds, blend 
with the high color suits. 

These smart new caps may be utilized as fashion 
features, and, attractively displayed, will create new 
business for the coming season. As mentioned above, 
the B. F. Goodrich Company’s cartons, in themselves, 
make smart window and show case blocks. These may 
be superimposed in various arrangements on which 
modern heads model new millinery bathing modes. By 
this medium a passerby is able to see the story of the 
1931 bathing cap fashions—the beret, the turban, the 
off-the-face cap, the feminine, flat bow, the “to-the- 
hairline”’—the Paris right colors for bathing accessories. 
Shoes and water toys may be included in this grouping, 
as well as other articles which the bather needs. 

Now, there is no problem in featuring bathing sun- 
dries. The new modern display head and carton give 
ammunition for ‘a window killing and a counter firing.” 
The counter display arrangement is very convenient, 
and it is far from the ugly pile of caps that formerly 
dotted notion counters. In fact, this method of display 
takes the bathing hats out of the commonplace and puts 
them in a class with the uncommon and unusual. 








MACLEOD INSTITUTE OF SCIENTIFIC DISPLAY 
ANNOUNCES A SPECIAL SUMMER COURSE 


A SPECIAL announcement has just been made by the 

MacLeod Institute of Scientific Display, 246 Eighth 
Avenue, New York City, that, due to requests from many 
young men and women who desire to study display merchan- 
dising during the day, arrangements have been made to 
teach their regular six months’ course, for evening students, 
IN nine weeks’ time. Summer courses will begin Monday, 
June |, and end Friday, July 31. The hours will be from 
10 a. m. to 1 P. M. on Monday, Tuesday, Wednesday and 
Thursday of each week. 

Arrangements have been made for special. class tours to 
all le:ding shops, department stores, display equipment manu- 
lactu’srs’ showrooms and to the world’s leading fashion 
centers in New York City. 


BIS PLAY 
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SAVE 10 YEARS 


... train 6 months at 


MacLeod Institute, New York 





QD. MacLEOD, with a 


faculty of twenty-five display experts, has 
been teaching Scientific Display Merchan- 
dising in New York City, the world’s style 
and merchandising center... Mr. MacLeod 
has been a display merchandising expert 
for the past twenty-five years... Lecturer 
and instructor at New York University, the 
Y. M. C. A., Advertising Clubs, Department 
Stores, Conventions, High Schools, Display 
Counselor to National Advertisers and Ad- 
viser on Vocational Training... These 
Resident, Extension and Correspondence 
Courses are now ready for the young 
men, young women, merchants, window 
trimmers, advertising men and women, 
small shop owners, and all who desire to 


earn DISPLAY MERCHANDISING 


The MacLeod Method discourages imita- 
tive design; it develops the student in crea- 
tive skill... MacLeod Institute Scientific 
Display School, Inc., is not a “window 
trimming school.” It is definitely a vocation- 
al school of specialized training founded 
on scientific principles which have received 
the approval, for over 25 years, of leaders 
in the greatest city in the world, New York. 


The MacLEOD Method of Scientific 
DISPLAY MERCHANDISING 


is the only course which teaches every branch 
of display in all its forms adaptable to every 
type of merchandise... Write for information 


MacLEOD 
INSTITUTE 


SCIENTIFIC DISPLAY SCHOOL, inc. 


(AU our courses, copy and advertising is copyrighted, 1931, MISDS, Inc.\ 


246 EIGHTH AVE. NEW YORK CITY 


RESIDENT, EXTENSION AND CORRESPOND- 
ENCE COURSES FOR MEN AND WOMEN 
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Why Colors Fade 


on Merchandise / 


By GEORGE RICE 


(Editor's Note: This is the second of a series of 
articles by Mr. Rice on this important subject.) 











Bacteriological action on textile or fur fibers of a 
garment causes deterioration of the fibers as shown 
at A and B, with consequent loss of color. This 
condition can happen when the garment is worn or 
when it 1s shown in a display window. 


DECOLORIZING and depigmentizing effect 

of natural light on the colors of merchandise 

displayed in windows is hardly more effective 

than the various kinds of bacteriological 
actions which set up under certain conditions in win- 
dows. The bacilli of mildew resulting from a damp 
state in the window, the generation of rust and mold 
spots and the sediments of alkali dusts that get in 
through cracks from outside all unite to take the bright- 
ness out of any colors that may be present on the dis- 
played goods. 

Mildew, which ordinarily develops on cellared or 
stored goods, can also develop in a display window that 
is not properly ventilated or is situated where no sun- 
light can penetrate. Sunlight and sun heat are destruc- 
tive to all germ life, but, as a rule, the awnings have 
to be spread to keep the sun’s rays out of the window 
to avoid the liability of color fading of the stock dis- 
played. Mildew and mold are different substances, but 
ordinarily the mold fungi are responsible for the mil- 
dew. While the colonies of living organisms prefer to 
exist on soft, spongy woolens and furs, they will attack 
almost any commodity available. The reason that the 
color goes with the invasion of the bacilli is that the 
pests devour good-sized particles of the fiber structure 
that supports the color. The color goes into the diges- 
tive organs of the bayilli with the substance that the 
color is on. 

A disintegration of the fiber goes on with a similar 
disintegration of color, and fading results. The human 
eye does not possess lenses of sufficient magnifying 
power to notice any weakening of the fiber, although 
the decay which is brought about may so weaken the 
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fiber that a finger may be poked through it. Micro. 
scopes of ample enlarging possibilities will reveal breaks, 
cuts and places of reduced diameters in anything like 
wool or fur. Technically, the spores of nearly all forms 
of germ life that thrive in places like display windows 
look like squirming spindles beneath magnifving 
glasses. Curiously enough, under favorable conditions 
of warmth, moisture and air, these spindles begin to 
break up into smaller spindles. 

A plentiful supply of air is not desired by the oryan- 
isms; that is why efficiently ventilated windows are not 
so often infested with the germs. Just enough fou! air 
for breathing purposes is sought. Intense cold does not 
hinder their multiplication and growth any more than 
ordinary heat. A temperature of 200 degrees Fahren- 
heit will not bother them, although a higher tempera- 
ture will begin to shrivel and will ultimately destroy 
them. With favorable conditions, the spores keep on 
splitting into more spores until the army is ripe to feed 
or starve, and the adjacent merchandise on display, 
which may be cloth, fur, wood, foodstuff containers, 
rubber or any other material, becomes the forage 
ground. The foragers may not like the color, but they 
canot separate it from the material, so the color is eaten 
with the material and we have loss of color. 

Complete shutting off of the air supply will eradi- 
cate the bacilli, but it is not possible to wholly cut off 
the air supply of any compartment like a display window 
for the purpose of destroying any form of germ life. 
Consequently, chemists have undertaken the use of 
colorless oils and distillation products with which to 
coat certain merchandise to protect it from germs. Once 
the germs get into the treated object, if they can get in 
at all, their air supply is cut off and they die. These 
products are applied by the manufacturers of the goods. 
Chloride of magnesium is a great protective agent and 
can be applied at any time. 

There are some germ growths that appear to flourish 
on merchandise without doing much damage to the base 
material or the color, which may have been dyed or 
painted on, because they do not attack the cellulose 
structure. These are a species of mycelium that ap- 
parently live upon one another and produce a color of 
their own on attacked surfaces. This color is mostly 
a stain, and can be removed with a stain-eliminating 
liquid. As some millions of these organisms can 
assemble in a single square inch of surface, it can be 
realized that their isolation, except in the shape of a 
stain, is not possible unless one is a bacteriologist. Most 
of these, as well as those of other species, can be con- 
trolled by low concentrations of antiseptics. Otier 
forms appear to be but little affected by even strong 
doses of antiseptics. The window trimmer is simply 
up against a heterogeneous army, which frequently 1s 
not easy to control. Boric acid, salicylic acid, thy: 
and zinc chloride are destructive to all kinds of germs, 
but no one wants to souse window goods with these 
ingredients for fear of impairing their looks. 

Moth balls, tobacco and cedar odors help check the 
moth, and men who decorate windows with wool «nd 
mohair upholstered furniture in the summer time surely 
have their troubles. I was in a window recently in 
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which the cocoons of moths were visible in secluded 
corners. The larve have no eyes and not much sense 
‘f smell, but this window was well fumed with moth 
halls. According to the recent researches and experi- 
nents of bacteriologists, the normal line of moth balls 
's not as effective as is generally supposed, and only 
he weak moths succumb to their action. The adult 
moths are tough and keep on laying eggs until their 
ycle of life ends. The moth grubs feed on the textile 
‘naterial in the furniture, and, of course, the color 
anishes with the consumption of the material. I 
ioticed that they were spraying moth-proofing solution 
m the upholstery of the furniture in another display 
window, and the man doing the spraying claimed the 
solution destroyed the moths. 

A window which is thoroughly aired at intervals, 
and kept neat and freshly painted, seldom, if ever, 
becomes the cause for germs. But germs brought in 
with the goods to be displayed present another problem. 


N.D.E.A. Asks Displaymen’s Support 


Mest displaymen are aware that about two years ago 

there was formed a national association of display 
equipment manufacturers. The objectives toward which this 
association is striving have not always been understood. It 
seems timely therefore, that we tell you something of what 
we are trying to do. 

Display advertising has never received the recognition it 
merits on the basis of profit rendered per dollar invested. 
It is believed the average merchant does not fully appreciate 
the real value of merchandise display, and it is our purpose 
to secure recognition from merchants of the fact that show 
window and merchandise display is more important to the 
welfare of their business than any other form of advertising 
they now employ. The main objective of our organization is 
to convince merchants and other store officials that display 
advertising merits a much larger investment than the average 
merchant is now putting into it. 

This association is conducting an educational campaign 
directed to merchants, which will accrue to your benefit. A 
questionnaire has recently been sent to a large number of 
stores asking a number of questions pertaining to merchan- 
dise display. The information received from the returns of 
this questionnaire will form the basis of monthly bulletins to 
be mailed gratis to merchants and store officials. Our re- 
search work has indicated clearly that the big retail stores 
of this country might with profit double their window display 
expenditures. 

One purpose of this letter is to ask that you personally 
assist in what we are trying to accomplish. We appreciate 
that you displaymen fully realize the value of modern mer- 
chandise display, but there may be men in your organization 
who do not. It is these nen we wish to reach with our 
bulletins. We ask that you send us the names of the officials 
in your store organization who you feel do not fully recognize 
that window display is probably the most sure and profitable 
iorm of advertising in which they can invest. We will be 
glad to send bulletins to them containing facts and figures 
which are most convincing, on this particular subject. It has 
taken our organization some time to collect material for 
these bulletins but the sources are authoritative and the 
conclusions are definite. 

Briefly you have the true story of what we are trying to 
accomplish. There is no doubt we have started a work which 
vill be of inestimable value to the display fraternity as a 
\-hole and if every displayman in the country will help us by 
alvising what contacts we can make in his own institution it 
Will hasten the accomplishment of our objective greatly. The 
eueral recognition of the value of display advertising will 
| nefit all of us and we are sincerely seeking your cooperation 
lt’ carrying the work through. 








WORLD 





47 
































A New 


Display Material - 


SUN-FAST FELTS 


A new group of colorful Felts for coun- 
ter, decoration and general display work. 


SUN-FAST FELTS have the following 


advantages: 


Orders filled from stock 


Colors are fast to sunlight 


Can be dry cleaned and 


Cuts clean, edges do not fray 


Moderately priced 


Color card, quality swatches and prices on 


request. 
Write nearest branch. 


The FELTERS Co., Inc. 


Manufacturers of Felts 


99 BEDFORD ST. BOSTON, MASS. 


BRANCHES 
NEW YORK 
CHICAGO 
DETROIT 





PHILADELPHIA 
MILLS: Millbury, Mass., Jackson, Mich., 











used again 


BRANCHES 
CLEVELAND 
ST. LOUIS 
SAN FRANCISCO 











Middleville, N. Y., Johnson City, N. — 
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OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 


The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit manu- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
50c Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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: 2x2 EQUALS? 

There is an old, threadbare, theory that two times 
two equals four. This theory is practiced in all of our 
school rooms today. It works beautifully when 
applied to the multiplication of numerals, but, strange 
as it may seem, it doesn’t work when applied to any- 
thing else. 

Who can stand up and swear that two chairs, times, 
two chairs, equals four chairs? Speaking in terms of 
figures, yes, but we’re not speaking of figures, we’re 
speaking of chairs. To secure such a condition of, 
two times two, it would be necessary for a chair com- 
pany to manufacture, simultaneous, four chairs, iden- 
tical in every respect, and we all know that is impos- 
sible. Even if a machine could be invented to do that 
work could we say definitely, that the fabric covering 
the chairs, the paint, the glue and all the other ma- 
terials going into their construction, came from the 


same cotton plant or paint factory; could we say the. 


wood came from the same tree ?—much less the same 
spot. 

Say we bought all four chairs. Could we prove 
they were the four chairs we are talking about? And 
as each chair would be used by d fferent members of 
the household—a leg marred by the carpet sweeper ; a 
cup of tea spilt by Aunt Jane; the fabric torn by the 
cat; a leg cracked by Uncle Howard—each chair 
would develop its own personality and would become 
different from the rest. 

This problem of, two chairs times two chairs, is 
but a striking example of what’s wrong with windows 
today. The average displayman, advertising man, 
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store manager and merchant, are trying to solve their 
problems of store operation with old methods. The; 
forget the world waits not for them. They do not 
realize the world goes on and smiles back at their 
puny efforts to create merchandise sensations with 
old ideas of sales and openings. 

How many stores tried to fire your town witl 
enthusiasm for their annual January white week: 
And, how many of these same stores used the ol¢ 
idea that, two windows of this merchandise, times tw: 
windows of that merchandise, equalled a powerfu! 
front, which with the values, would literally drag th« 
customer into the store from the sidewalks? Yet 
how many of these stores had displays, different and 
powerful enough to do that? 

If the stores in question, and one of the stores is 
your store, didn’t have powerful displays, who was to 
blame? The merchant, the advertising man, the 
buyer, or the displayman? Surely all four couldn’t 
be at fault. Each blames the other, yet underneath it 
all lies the old fact that—once again—one merchant 
and one buyer, times one advertising man and one 
displayman, tried to two times two something and 
found that their answers didn’t check. 

Didn’t check probably because the buyer tried to 
tell the merchant, the advertising man and the display- 
man how to promote, write and display the merchan- 
dise; while the advertising man, displayman and 
merchant, in turn, tried to tell the buyer how it should 
be done. 





IT’S A PRETTY KETTLE OF FISH, ISN’T IT? 


The display profession, in general, and in particu- 
lar, has fallen from the pedestal we thought it was 
on because we do not, but think we do, know it all. 
We have not realized that new ideas have been de- 
veloped. We have not realizd that someone else has 
had a better way of doing something than we had. 
We have been content to run out of ideas and then 
hunt for a new job. 

How many displaymen can stand up and tell the 
buyer, advertising man, or merchant, that a certain 
display should be arranged a certain way? Tell them, 
not because the displayman is stubborn, because the 
displayman knows the best and newest ways to do 
his job. How many? 

Well, the display profession has been following 
the road of least resistance, and when asked for an 
explanation of why. we wanted to do a certain thing 
a certain way, we’ve had to admit that it would 
probably be just as good some other way, or the way 
the buyer, the advertising man, or the merchant 
wanted it. There’s but few displaymen who can stand 
up and say a display would be better if arranged their 
way and tell the buyer, advertising man, and mer- 
chant why. 





THE OLD THEORY 


When merchants woke to the realization that they 
must entrench, what department’s activities were cut 
first?. DISPLAY! Display, the eyes of the store; 
the medium of direct merchandise presentation be- 
tween store and customer; the contact point that 








May, 


shou 
show 
and 


dow: 
relic 
got | 
oul 
rea 
Wi 
oth. 
ten 


con! 


C 
conte: 
Cone 
on 11 
orig i 
l 
displa 
to “x 
and 1 
and ¢ 
$150 1 
the c 
Ac 
store 
prior 
view 
23 an 
Th 
they 
See it 
Full 


neare; 


Gr 
are n¢ 
especi 
in this 
stocks 


Th 
displa 
larger 
square 
of a 
being 
the la 
Better 
displa 
for m: 
route 
Stenog 

Th 
model 
compr 
on bo 
dispia: 
such a 
the ne 
Stanca 
taking 
phasiz 
displa: 
tiser 
ager, 
depart 
wher 
Service 








931 


leir 
he) 
not 
1eir 
ritl 


; is 
, to 
the 
In’t 
1 it 
ant 
one 
ind 


to 
ay- 
an- 
ind 
ald 


7? 
cu- 
yas 
all. 
de- 
1as 
ad. 
len 


the 


11n 


ng 


ng 
ild 
ay 
unt 
nd 
eir 
er- 


ey 
cut 


ye- 
lat 





May 1931 


should always be at its best; the point-of-sales that 
should be the strongest link in any merchants armour, 
and yet, the first link to break when tested. 

‘he old theory that two windows, times two win- 
dov.s, would equal a powerful front has failed us. We 
reli 1 on it and it has been found wanting. We've 
got ‘o cut and build an entirely new set of rungs for 
our ladder of success, and until every displayman 
reai'zes that fact, we’re not going to cut many steps. 
Weve got to pull together. We've got to help each 
oth.r. We can’t climb alone. We’ve tried that sys- 
ten. and you know the result. 





CONGOLEUM-NAIRN WINDOW DISPLAY CONTEST 


y VYGOLEUM-NAIRN, INC., manufacturers of the famous 
Congoleum Gold Seal rugs, are announcing a $1,200 prize 
contest (starting May 23) for window displays featuring their 
Coneoleum Gold Seal rugs. All awards are to be made solely 
on the basis of merit; with special consideration given to 
originality and timeliness. 

t seems to us that this should be a welcome bit of news to 
displaymen all over the country. Here’s a splendid chance 
to “vet” two birds with one stone—more money for vacation 
and more business for your store. The prizes are numerous 
and generous. Fifty-five cash awards ranging from $10 to 
$150 make it well worth while for every disp!ayman to enter 
the contest. 

According to the announcement by Congoleum-Nairn, any 
store having Congoleum Gold Seal rugs in stock or on order 
prior to May 15 is eligible to enter. Displays must be on 
view in windows for one full week—any week between May 
23 and July 31. 

The judges have not been named as yet, but it is said that 
they will be three well-known merchandising authorities. 
See inside front cover for Congoleum-Nairn’s announcement. 
Full details of the contest may be had by writing to the 
nearest Congoleum-Nairn office. 





DISPLAY FABRIC SPECIALISTS 
Greggory, Inc., 185 North Wabash Avenue, Chicago, IIl., 
are now making a specialty of novelty and decorative fabrics 
especially suitable for window display work. Their business 
in this field is growing constantly and they are carrying ample 
stocks to make possible immediate shipment of all orders. 





A NEW MAIN STREET 

The S. J. Hanick Co., Philadelphia, Pa., the well known 
display installation service, will remove shortly into new and 
larger quarters to better serve its clientele. Ten thousand 
square feet of floor space has been taken on the ground floor 
of a centrally located modern building. Much thought is 
being given towards making the new quarters a model and 
the last word in efficient arrangement for serving clients. 
Better facilities will be provided for booking displays, storing 
displays, transporting displays, conference and service rooms 
lor manufacturers’ representatives, who will be provided with 
route lists of dealers of all classifications, detailed city maps, 
Stenographic service, etc. 

The outstanding feature of the new quarters will be a 
model street setting, to be called “Main Street.” This will 
Comprise several hundred feet and will have window fronts 
on both sides of the street, where at all times will be on 
dispiay model display installations for various types of stores, 
such as drug, grocery, tobacco and radio. The completion of 
the new quarters should aid materially in establishing a new 
stan: ard for service and indicate the development that is 
taking place in the display service business. It should em- 
Phas'ze the stability and responsibility of the established 
display service firms and prove of direct benefit to all adver- 
tisers using dealer display installations. S. J. Hanick, man- 
ager. states he will attend the sessions of the display service 
departmental at the Boston I. A. D. M. convention, June 15-18, 
Wher: he is anxious to meet many of the leading display 
service men of the country. 
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“Manhattan 
News Brevities” 


By WM. “BILLIE” G. BILL 
Display Manager, Hecht Bros., New York City 


Boston is set and waiting to play host to the I. A. D. M. 
clan. You cannot afford to stay away this year, as business 
of vital interest to every displayman will be “pro and con’d” 
by men who have gone deeply into display conditions during 
the past hectic year. 

Better see the “Old Man” today and make immediate 
reservations at the Hotel Bradford, June 15 to 18. Don’t 
wait until the last minute. 

“Prexy” Dave Morey and his “gang” of the Boston Club 
are overlooking nothing to make this a live, peppy convention. 
Just to make certain the boys will have a “bang-up” time 
after the daily convention business sessions they promoted a 
grand ball, May 18, and the entire proceeds will go over to 
the convention entertainment committee, with instructions, 
“Stop at nothing!” 

The Washington Club will pick up the Baltimore “gang” 
and steam into New York on Sunday, June 14, where a 
general gathering and a “what’s this?” party will be held at 
Dave Hamberger’s studios. “Identification tags” will be 
placed around the neck of each member, after which we will 
fall in line and march to the transports that will “oceanize” 
the gang to Boston by Monday a. m. 





“Jerry” Sorenson, display manager for the Sheppard Store, 
Providence, R. I., eased his way into New York the first part 
of April. “Dapper” Jerry is looking immense and as full of 
pep as ever. We “hashed up” the Fifth Avenue windows and 
then strolled into “John’s” Place, where we “done up” the 
coming Boston convention. 

Yea! Jerry will be there to “mit” his old chief, Ollie 
Grimes, and the other big chiefs from Washington, D. C. 

.J. F. Harvey, display director for Boston Edison Electric 
Illuminating Co., and one of the “go-getters” of the Boston 
Displaymen’s Club, motored down to New York along with 
the Mrs. the latter part of April and gave us some “Hot off 
the griddle” news on the convention. He tells me President 
Morey has the boys attending meetings every other week and 
they are “humdingers” for enthusiasm. From about 25 news- 
paper clippings he showed me I almost wish I could sit in 
on some of these meetings. 

Our old friend, Eugene D. Mizer, secretary of the Boston 
Club, is all “hot and bothered,” too, if you can believe Brother 
Harvey (and I know he wouldn't fool me). He tells me 
“Gene” is “lining up” all the beans in Boston and will have a 
real spread for the gang. Well Gene was more “hot” than 
“bothered” at the New York convention last June and if he 
is only half as “hot” during the coming “shindig” be prepared 
to burn up your clothes, boys! Mrs. Mizer’s little boy sure 
can make things hum. . 





“You don’t know beans, ’till you come to Boston.” Did 
you get that “breezy line” in the April DISPLAY WORLD 
article by “Paul Revere’ Marcus? Lou Marcus is another 
one of those Boston “hustlers” who is losing sleep to put this 
convention thing over. If you read Lou’s article on page 39, 
I don’t have to wise you up that Lou is the “bird” to see if 
you want to know “what’s what” about Boston. Harvey tells 
me that Mayor Curley has given Marcus the password for 
every “interior decoration studio” in town. We'll be seein’ 
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The Men’s Shop, Barnesville, Ohio 


N looking through a Saturday 
Evening Post the other day 

I was impressed with the 

artistry and suggestiveness 

that was manifest in the illustrations 
of the advertisements. They were in- 
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Illustration vs. Explanation 


J. CHRISTIE MANSFIELD 


































CANNOT BE COPIED 












SUITS G OVEDCOATS 


tet + be Didi A unsy rte fo 
me how Moderate, ss seal Cutie 

mercoy cid it 
per biclasie but rot Prercol i , oy 
Kpiniie 





Excellent “copy composition” makes these J. Christie Mansfield 28-44 inch cards outstanding. 


bal deed a work of art. They commanded _ 
vs Fines? Voolen S : : = 
(arns are used in my attention and instantly aroused the Uk i knw, " 
rmedl, desire to possess the object or article ) oes - ) 
b. @radl Na portrayed. I was compelled to believe Opportunify, i 
that the illustration yas more, or at Ni 0 m 
SWIM Sut ee ee {uted VeIlcoufs / 
A least, as important, as the descriptive i Dy LY. WA 
fede ea part of the ad. Love Kes} QakS 
readeriagy . ce 
ay "reedom While In this busy, everyday life, people du900 of des 
raed bl do not have time to sit down and read iu rena hom. vii . 
their Shaye the descriptive matter in the adver- Di Pat Vig o 
9 tisements, but they do enjoy looking You can av st me 
: at the pictures. They' little suspect ] ch 
that seeds are implanted in their co 
brains that later develop into a desire oe “ 
. \ 
to possess the objects presented before eee ple 
them in colorful and beautiful illus- the 
trations. And so, the ad has performed its duty. It has Home Journal, The Woman’s Home Companion, dei 
aroused the desire to possess. It has caused the will Vogue, Vanity Fair, and countless others. -Cut out ii 
° . 7" . ~ . . Me 
to have that which is portrayed. the colorful ads, the ones that will fit in with your ‘ 
The beginner can “cover up” a lot of defects and subjects, and save them. File them away and when 7 
short-comings in his show cards by selecting attrac- the time comes to use them, select the most appro- ye 
tive and suggestive illustrations that fit in with the priate one, the one that illustrates your subject most wi 
merchandise subject. These illustrations can be ob- effectively, and then use it in much the same manner a 
tained in any of the periodicals such as The Ladies’ that it was used in the ad. he 
twi 
wT 
Ab 
| GOs, 
/ \ 2 in 
} / ae Ste 
| | sal 
L hevest fs fashion dis 
Jest wt ag 
Ob DNA r 
| ee spl a vai: einer rh 
Bese ailored chi 
STDUE INDIVIDUALITY | FIN AL DEDUCTI oN / so 
Wa 








Y, 1931 


I) 







anion, 
ut out 
1 your 
~ when 
appro- 
t most 


nanner 





May, 1931 


‘ 


Have plenty of margin or “white space” around 
ihe illustration. Make them tell your story. Make 
them stand out. Reduce the descriptive part of the 
card to as few words as possible and then watch the 
results. 

The accompanying cards were lettered with a 
need ball pen and are 28 by 44 inches in size. They 
were used in our large windows and on the ledges 
in the store. In the windows they formed the central 
sbject around which the display was centered. In 
‘ne store, on the ledges, they formed the center of 

nit displays and thereby presented, both in the win- 
ows and on the ledges, a symmetrical and perfectly 
halanced display. 

You will find that a well-balanced show card, one 
that is attractive, interesting, compelling and forceful, 
will assist your display by creating sales for you. 
j)on’t over decorate. Cards, after all, are only the 
merchandise message and they must not be so elabo- 
rate that they detract from the merchandise itself. 





W. L. STENSGAARD AND ASSOCIATES 


W. L. Stensgaard announces the formation of a group to 
be known as W. L. Stensgaard and Associates. This will be 
the first display agency devoted to improved merchandise 
presentation at the point of sale. This group will serve 
manufacturers, national advertisers, advertising agencies, 
chain organizations and retailers. Already among the ac- 
counts of this new firm are several organizations of national 
importance. 

Mr. Stensgaard states that his group will develop a com- 
plete display plan for a single product—with other accounts 
they will prepare a monthly or seasonal display bulletin for 
dealers or stores. The service offered will be very complete 
even to the production and distribution of plans and 
materials. ‘ 

For twelve years Mr. Stensgaard served with retail stores 
in sales promotion and merchandising positions. For two 
years he directed the ‘dealer help campaign of a very large 
national advertiser. For the past three years he served as 
sales manager of the Montgomery Ward retail stores. For 
three consecutive years he was president of the International 
Association of Displaymen. During that time he conducted 
two nation-wide researches on which books were published. 
“The Value of Display Window Circulation” and “Facts 
About Manufacturers’ Dealer Helps.” 

This new organization will have offices and showrooms 
in the Merchandise Mart, Chicago. Associated with Mr. 
Stensgaard will be men of wide experience in merchandising, 
sales promotion advertising, display and designing. 

Mr. Stensgaard said—“This really becomes the first 
display agency. We are all familiar with many advertising 
agencies and how they serve their clients on advertising. 
This group will be the display agency specializing in ‘mer- 
chandise presentation at the point of sale.’ I have felt for 
some time that such a specialized service properly organized 
Was needed to assist both the national advertiser, the manu- 
facturer and retailer. Display is an important cog in every 
merchandising plan today.” 





NATIONAL WINDOW DISPLAY DERBY 


Ernest A. Dench, Hohokus, N. J., has been engaged 
v the National Association of Retail Grocers to direct 
National Window Display Derby. The committee 
five judges, drawn from all branches of the grocery busi- 
ss, will be headed by Mr. Dench as clkairman. 

The derby will be conducted by photographs of food dis- 
lays entered by grocers in all sections of the country. The 
p! otographs will be on exhibition at the Milwaukee conven- 
ion of the association from July 6 to 9, at which time the 
\ards will be made. 
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BRILLIANT BOARDS 
Make Signs that Sell 


Speed up production—be always ready 
to rush out those “exactly right” looking 
display cards. 


Get Crescent Brand Boards, they. 
include : 


Thirty-two plain Art Poster colors. 
Thirty exclusive patterned boards. 


A dozen “moderne” designs and 
“tapestry” effects. 


Scores of colors in smooth and 
rough finish cardboards. 


Illustration Boards for every need. 


Send for latest samples. 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd. Chicago, U.S.A. 


Largest Makers of Display Card Boards 








Reservoir in position for heavy colors 


Reservoir in position for light inks 
ADJ USTABLE! are no curved, fancy gadgets 
. hard to get at. A blotter mops 
THIS adjustable feature is ex- up in an instant, before you 
clusive in Drawlet Pens. You put your pen away. 
can make a few Drawlets do Don’t try to use heavy color 
all your jobs. with the reservoir pressed 
The Drawlet Reservoir has down. Pull it away from the 
two other unique advantages. It _penslightly. When you’reusing 
holds more ink or color, mak- ink or thin color, push it 
ing more characters per dip— down so it touches the pen 
and it’s easy to clean. There and feeds the point. 


ESTERBROOK PEN CO., 80 COOPER ST., CAMDEN, N. J. 
or The Brown Bros. Ltd., Toronto 





‘Who hey Are 


and 


‘What Shey Say 


No. 73—JOSEPH E. COLEMAN 


Display Manager, National Bellas Hess Co., 
Asheville, N.C. 


Y business career began as a clerk in the 
grocery department of Gilmer’s, Inc., Dur- 
ham, N. C. It was while working as a sales 

© clerk that I seriously began to think and 
study along the lines of display work. I was advised 
by a great many of my friends, who were interested 
in my advancement, to study display as I have a 
natural talent for art work. So my break came when 
the window trimmer of the Durham store was trans- 
ferred to another store as advertising and display 
manager, leaving his place unfilled. J. H. Montague, 
then the store manager, asked me to accept the posi- 
tion as window trimmer and assistant to my brother, 
who was the advertising and display manager. 

I thought my new job a cinch, but I soon realized 
that it was not as easy as I had thought. I had 
been in the department only two months when my 
brother was.taken ill, leaving me the hook, line and 
sinker. There I was, Christmas only three weeks 
off, the entire store as well as the windows to be put 
in readiness for the holiday season, and me with 
practically no experience. I gathered together all the 
display magazines and materials that I could find and 
studied them day and night. The results were re- 
markable and the store manager was well pleased. He 
overlooked my small errors, corrected my big ones, 
and encouraged my good work. It was almost like 
committing the “unpardonable sin” to be caught leav- 
ing strings hanging on the garments, pins on the floor, 
and price tickets crooked. My manager once told me 
a thing that I will always remember. “Look to the 
small things and the larger ones will take care of 
themselves,” he said. 
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After about two years in the Durham, N. C., store, 
I got the “wanderlust,” so I went to California to 
see and study bigger and better displays. I must say 
that the west coast displaymen certainly do install 
many works of art and by close observance of their 
windows I was able to broaden my ideas in many 
ways. After a couple of months in Los Angeles, | 
became lonesome for old Carolina and home, so | 
returned, taking a job with the Gilmer’s, Inc., at 
Greensboro, N. C., as the advertising and display man- 
ager. At this time nearly store managers, and par- 
ticularly true in the chain stores, had the idea that 
a window man was to put nearly all the merchandise 
in the store in the windows. It was some time before 
my manager agreed to the lighter trimmed and more 
uniform window. 

After the Gilmer chain of stores began their 
liquidation, they were purchased by the National 
Bellas Hess Co., Inc., in March, 1929. Here I had 
another break of luck and I was transferred to Cum- 
berland, Md., a larger and more modern store. | 
worked hard and closely studied display books, maga- 
zines and papers. I never fail to read the DISPLAY 
WORLD from cover to cover. 

March, 1930, the organization opened a new store 
in Asheville, N. C., with everything new and modern— 
new building, fresh clean merchandise, and new mod- 
ern display fixtures. Being pleased with my work 
and confident as to my ability, the district manager 
selected me from his number of displaymen to take 
charge of the windows and advertising in the new 





An effectively balanced 





congoleum display by Joseph E. Coleman. 
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An island window of spring millinery by Joseph E. 
Coleman, 


core. I came to this new store on Easter Mon- 

y, 1930. 

To me, planning your work ahead is the greatest 
thing of all. Work with your buyers or department 
heads on special features or promotions, plan ahead 
and you will find your work easier and your results 
iar better. 

In the Asheville store, we follow up each window 
display with an interior display of the same mer- 
chandise and we find this a great help in getting the 
dollars in the cash drawer. 





SUN-FAST FELTS ANNOUNCED 

The Felters Co., Inc., Boston, Mass., announces a new line 
of sun-fast felts. With the development of felt in colors fast 
to light, this material overcomes any objection that may have 
obtained for its use in display work. Another advantage that 
leads to economy is that these felts can be dry-cleaned and 
used again. Color card and swatches will be sent to display- 
men upon request. 





NEW ONYX-IDE DISPLAYERS 

A line of new displayers has just been produced by the 
Cincinnati Show Case and Display Fixture Works, Cincinnati. 
They are made of an onyx-like material that can be had in 
various modern bright colors. These units are basically 
plateaus, with interchangeable features that makes them very 
practical and useful. They mark a new departure in the 
fixture line, using the lure of color te enhance the attractive- 
ness of the display. A novel idea is to use different colors on 
the top and bottom plates, so that by up-ending the plateau 
you can harmonize the color with your needs. The various 
units permit a flexibility and versatility that mark it as one 
of the most desirable fixtures which have appeared lately. 





E. W. CALVIN STARTS OWN BUSINESS 

E. W. Calvin, formerly sales manager of the Architectural 
Decorating Company, Chicago, has opened his own plant and 
studios at 4236 Drummond Place, Chicago, for the designing 
and manufacturing of office and show room interiors, conven- 
tion exhibits and sales displays. The new company, which 
will be known as E. W. Calvin, Incorporated, will also main- 
tain offices at 234 South Franklin Street, Chicago. Leo S. 
Williams, and Louis S. Kohtz, both formerly with the Archi- 
tectural Decorating Company, have joined the new com- 
pany as vice-president in charge of production, and art direc- 
tor, respectively. 





THE EXHIBITION CORPORATION OF AMERICA 

Specializing in group and individual exhibition booth 
Gisplays for conventions and expositions, the Exhibition 
( orporation of America has opened at 47 West Twenty-eighth 
“treet, New York City. This organization is under the man- 
esement of M. L. Singer, who was formerly in charge of the 
«hibition booth department of the Ivel Displays, Inc., New 
\ork City, and has had many years experience in this type 
©* work. 
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ALL STYLES—ANY QUANTITY 


Write for Prices and Other Information 


Newark, N. J. 


Chicago, IIl. 














@ THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


Why pay more than $25 00 
for a projector? Why ° 
buy a projector that does not 
use standard lamps? 

Why be satisfied with a lens 
that covers less than a 7x7 
picture? Why have a projector 
that cannotethrow every picture, 
facing right or facing left, for 
instance, in scrolls or dupli- 
cating panels? 


The Brischograph is the only pro- 
jector that uses these advantages, 
so send for our booklet showing 
77 users. 


The Brischograph Co. 


92 E. Lakeview Ave., Columbus, O. 








Will enlarge newspaper, maga- 
zine, photos or sketches of 
7x7 inches up to billboard 
size. Reproduces colored pic- 
tures in their colors. It’s easy 
to make life size posters, cut 
outs and background panels. 
Simply place picture, switch 
on lights, focus to size wanted 
and draw with pencil or brush. 


Find out what similar lanterns 
cost. The Brischograph sells 
for only $25.00 BECAUSE YOU 
BUY DIRECT FROM THE 
MAKER. 

Comes complete with switch cord 
and plug. 300 watts and Trans- 
bose Mirror with two pictures 
in position. 


Now in its fourth year. 











WALL-BOARD DISPLAYERS 


Display your small wares on these inex- 
pensive displayers. Made of HEAVY UP- 
SON BOARD reinforced and sturdily built. 
Imitation wood or painted finish as desired. 
Send your order today. Price $4.00 
each. Now you can have that Cutawl you 
kave wanted so long. Write for prices. 


THE COMMERCIAL STUDIO 
John H. Gray, Prop. 


Jacksonville, Ill. 











Electric Window Turntables 


For Every Retail Window. Fully Guaranteed. Lasts Years—A Perma- 


nent Asset—‘‘They Sell Goods.” 


Low Price—Cash Discount or Terms. 


MIDGIT MOTOR AND REDUCTION UNIT 
for display departments and manufacturers. Makes original animated 
displays easy and cheap. Priced at only $25. 


ELECTRIC WINDOW SALESMAN CoO., 


46 Cornhill 


BOSTON, MASS. 
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Paint-Point Products 


One Doesn’t Know Where to Begin 


DEAS are the displayman’s stock in trade, and 
the creative displayman is the man that finds 
the new ideas and utilizes them. Dozens of 
new products are being manufactured each 

year, and, while Paint-Point products are not new, they 
haye not been used to a very great extent for window 
background work. We will venture to say, however, 
that the demand for these products will increase ten- 
fold once they are understood and appreciated. 

Background work is usually the hardest job in every 
display department. The displayman may be an excep- 
tional designer and may have an appropriation large 
enough to enable him to employ expert carpenters and 
painters, but such departments are few. The average 
windowman designs, constructs, paints, finishes and 
installs his background displays. Some of his work is 
crude, especially the finishing; therefore, while Paint- 
Point products are intended primarily for home decora- 
tion work, they will enable the displayman, with a little 
practice, to create beautiful and novel background sur- 
faces. They will solve the old problem of : “Gee, I wish 
we could find some new material, besides fabric or paint, 
to finish our background with!” 

When speaking of these new products one doesn’t 
know where to begin. There are so many different 
possibilities. Take the “roller design stencil tool,” for 
instance ; this tool opens a new field for decoration and 
design in the plastic wall finish line, more than sixty 
different designs being made. The process is simple 
and the possibilities are numerous. Any color combina- 
tion can be obtained by adding dry color with the mix- 
ing process of the texture, or buying the plastic paint 
in colors. Having applied an even coat of texture to 
the wall or surface, the design roller is rolled over the 





I am the design stencil roller tool. 


surface while the texture is still wet. This leaves a 
plastic design that can be embellished by blowing on 
metallic-colored bronze powders or colored sands. And, 
speaking of colored sands, there are a number of dif- 
ferent colors—greenspar, nubian, midnight and blue 
black, chrome green (medium and very dark), ordinary 
blue, dark and light blue, yellow, white (pigmented), 
maroon, scarlet, dark and light brown. 

The bronzes, produced in pale, rich and deep gold 
shades, are recommended for interior work where 
smooth, leaf-like, lustrous effects are desired, such as 
fresco and mural decorations, stucco work, center pieces, 
metallic ornaments and all decorative effects. Metallics, 
uniform square cut of brilliant quality, are suggested 
for all types of decorative design work. They come in 
a vast number ef colors, including: Gold, copper, blue 
(light, dark and royal), green (light, peacock and new), 
orange, fire, crimson, purple, cerise, red and blue violet, 
and silver tinsel. 

Oil colors mixed with a little japan dryer and tur- 
pentine can be used for coloring and glazing textured 
surfaces, or else one of the many colorless glazing 
materials already prepared can be mixed with the oil 
color. A brush may be used to put the spots on, which 
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are :fterwards rubbed out with a clean linen or woolen 
rag, or the colors may be applied directly with the cloth 
and then rubbed out and shaded. 

‘he finishing coats consist of the following: (1) A 

thin shellac to stop suction; (2) the paint or staining 
colo:: mixed with a glazing material, or ordinary paint 
applied artistically and for high gloss jobs; (3) a final 
coat of the glazing material after the decorative job on 
the -urface is finished. The last coat insures perma- 
nenc of colors and makes the surface washable. Single 
tone jobs with New Tex in color can be left without 
any -urface treatment whatsoever. 
" esides the design roller, design sponges are made. 
The: are used on textured paint work to give a uniform 
textiire over large areas. Any number of men can work 
on oie large stretch of wall with sponges and the work 
will be uniform. The designs with angular cuts give 
square impressions; those with circular designs lend a 
slight curve to the sponge work which is very attractive. 
he sponge work can be extended—that is, produced 
with a minimum number of taps of the sponge—or it 
can be intense, one spot being hit several times with the 
design sponge. There are seven different designs, 
which, according to the method used, give dozens of 
different texture effects. 

Textured panels, display platforms, pedestals, fix- 
tures and design work can be obtained with amazing 





Left: An Angletone brush. Right: A Mottletone brush. 


ase by using New Tex (plastic paint). By using single 
tones you can eliminate all painting and finishing, or 
the finish design can be obtained by using the required 
tools or materials. 

Six good reasons for using New Tex for background 
work might be listed as follows: (1) It is an extremely 
high type and quality material; (2) it is inexpensive; 
(3) it is ready for use, just mix with cold water, no 
overnight waiting; (4) it can be textured ten minutes 
after application; (5) it takes all reliefs and finishes 
perfectly ; (6) the single tone color requires no glazing. 

To assist the displayman in attaining natural earthen 
color tones with plastic textured paint, New Tex is put 
up, ready for use, in light ivory, light cream, rich cream, 
limestone and gray colors; also a golden buff, pink, 
peach, Spanish yellow, lemon and green. 

While a great many tools that come ready to hand, 
like a stippling brush, sponge or ordinary brushes, will 
carry the texturer through a great part of his work, 
still, for regular jobs, he should be supplied with a 
celluloid triangle for smoothing surfaces that protrude 
too far and for obtaining many textured effects. Sand 
Cups «nd billows, specially designed for holding and 
blowing sand and dry colors into the textured surfaces, 
shoul.’ be part of the equipment. Many odd and inter- 
esting effects can be obtained with a whisk broom, 
scrub'ing brush, wire scratch brushes, or large wooden 
and r:bber combs; plasterers’ and bricklayers’ trowels 














The use of a stencil on a textured design surface. 


are also excellent instruments for obtaining unusual 
designs. 

There are many formal designs now being produced 
with plastic paints, such as imitation caenstone, Holland 
plaster wall finish, old English finish, imitation traver- 
tine, Italian plaster texture, and many others, all of 
which require a definite notion on the part of the deco- 
rator before beginning the job in order to be certain 
that he will obtain the result he aims for. For the 
average person, however, it is simpler to attempt rough 
and ready designs with a brush, trowel, sponge and tri- 
angle, while the amateur decorator will find that he gets 
very pleasing and excellent ornamental results simply 
by following any orderly rule in manipulating his tool 
over a wide area. 

Hundreds of stencil designs for decorative borders 
and panels can be obtained, as well as alphabets and 
decorators’ tape. Decorators’ tape holds stencils firmly 
in place and protects trim and woodwork while applying 
the stencil. One of the difficulties in making use of 
such decorative treatments as stencils has been in the 
holding of the plates in place while transferring the 
design. In the past this was accomplished either by 
the decorator holding the stencil in place with one hand 
while he applied the design with the other or the stencil 
is held in place by means of thumb tacks, glass pins or 
awls. The first method leaves only one hand free to do 
the work and involves the danger of the stencil slipping 
while the design is being applied. When a large stencil, 
a yard or more in s‘ze, is used, the holding of the stencil 
in place is a two-man job. 

The second method necessitates pushing tacks, pins 
or awls into the surface, which leaves holes and at times 
chips the plaster. In addition, stencils so fastened 


usually have poor contact and one hand must still be 
(Continued on page 57) 





An Angletone brush for coarse work. 
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All Along State Street 


CHICAGO 


Windows Say the Color is Brown 
By J. DUNCAN WILLIAMS 


ITH two weeks of delightfully balmy weather, 
the month of May was ushered in under the 
most favorable conditions. With price levels 
low, styles attractive and interesting, the 

desirable weather conditions contributed to the fairly 
~good business recorded among retail stores. This 
condition was further stimulated in anticipation of 
the Great Chicago Jubilee, which is to open a week 
hence and continue for one full week, during which 
Chicago will celebrate in true carnival spirit. Store 
buildings will be decorated in gala attire. Windows 
will carry suitable and special decorations symbolic of 
the event. Fireworks displays, on an unprecedented 
scale, will take place. More than six hundred army 
airplanes will do manuevers in the sky during one of 
the days of the week. State Street will be roped off 
and kept free of vehicular traffic while Chicagoans 
and visitors dance and frolic in the streets. It all 
sounds like a return to the good old days and everyone 
hopes that it will definitely mark the beginning of 
better times hereabouts. 

One of the outstanding style notes disclosed by the 
displays in several of the most prominent stores and 
shops is that of brown and white as a current spring 
vogue. You'll notice particular reference to this 
style item in the comments concerning the several 
store window displays further along in this article. 


Marshall Field & Co. 


RTHUR FRASER had a particularly charming 

June bride display in the large corner window at 
State and Washington Streets. It was different from 
previous June bride windows in that the three brides- 
maids were in white gowns of net with ruching of 
the same material. Each gown, hat and other detail 
of the bridesmaids’ costumes were exactly alike in 
every particular. The proper wedding atmosphere was 
provided by the generous use of natural live ferns 
banked in three groups at suitable vantage points in 
the window. Each group of ferns were studded with 
artificial, but realistic looking, lilies and hyacinth 
blossoms. This was further enhanced by the use of 
two silver and mirror trim candle stands, approxi- 
mately four feet in height, each supporting a single 
candle about three feet higher with a single frosted 
electric bulb burning. 

In a window adjoining was a very smart looking 
display of white hats—six in number, three on head 
stands and three on regular millinery stands with the 
same style of base. The hats were in materials of 
straw and basket woven fabrics. A single group of 
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accessories consisting of white bag, beads, bracelet, 
black and white silk umbrella and black and white 
gloves were arranged slightly to one side of the center 
and on the step-up platform partially covering the 
main window floor. The adjoining window around 
on the State Street side contained a display of misses’ 
travel coats, all in brown. Next in line was a win low 
showing two black lace net frocks—full length stvles, 
Next to this was a striking drape of cut silks in which 
three pieces of brown silk with three different size 
polka dots on white were featured. A piece of piain 
white silk was entwined with two of the drapes sug- 
gesting the white as trimming. This was further em- 
phasized by the use of a single white hat of straw. 
Another window showed two brown travel coats on 
forms, one trimmed with brown fox fur and one quite 
plain and tailored with a blouse of silk. Accessories 
consisted of brown silk umbrella with white handle, 
white kid bag with amber trim, white and amber 
beads. This window also contained five pieces of 
canvas luggage, including hand trunk, suit case, hat 
box and hand bag—all in the same color scheme. 


Mandel Bros. 


T Mandel Brothers, the corner window carried a 

display of two white evening gowns of lace net 
materials. Accessories of white and brown, suitable 
to wear with the evening wraps, were displayed in the 
wall niches at each end of the window. A white satin 
jacket wrap, with brown fox fur at the bottom, was 
the principal item displayed at one side while a similar 
jacket wrap of brown silk velvet with white satin 
lining was displayed at the other side, as a contrasting 
white and brown suggestion. Evening slippers of 
white, with a slight brown trim, gold lace kerchief, 
amber and white beads, brown bottle of perfume with 
white label, etc., were used as accessories. The win- 
dow card in the center of the display read : “Dedicated 
to Women of Distinction—WHITE with BROWN 
for evening.” 

Another interesting window at Mandel’s was de: 
voted entirely to accessories. This window contained 
five separate unit groups, three of which were made 
of graduated step-up platforms, a la moderne, each 
painted a different color to harmonize or contrast with 
the «color of accessories displayed thereon. Each of 
the five separate groups contained general items, such 
as a hat on a head stand, one, two or three bags, hand- 
kerchiefs, beads, perfumes, belts, flower buttonaires, 
silk scarfs, etc. One unit contained a well arranged 
and nicely balanced display of such items in red and 
white; the next group carried a similar arrangement 
of brown and white; the third contained blue and red 
and white combinations ; the fourth, yellow and white 
and the fifth, green and white. The window card 
called attention to the attractiveness of “white and 
brightly colored accessories.” Undoubtedly this sort 
of a window creates desire for accessories, and then 
actually helps passersby select the color or combina- 
tion of colors they like best. All of which is splendid 
psychological merchandising promotion that actually 
rings the cash register. Mandel’s windows always 1ook 

(Continued on page 68) 
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.TLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
an largest service in the south. Organized 1905. Ask Association of 
Ne:ional Advertisers. 





\UGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
di -ributing and window displays. 





\USTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





SIRMINGHAM, ALA.—NALL & NALL. The oldest and largst dis- 
ploy service in the south. Three branches, covering Louisiana, Mis- 
sissippi, Alabama, Birmingham, New Orleans, Jackson. Twenty-one 
reliable service men. Ask any manufacturer about NALL & NALL 
windows. 





BOSTON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 





BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 


BUFFALO, ROCHESTER AND WESTERN NEW YORK.—Window 
installations for local and national advertisers. Ankerman Display 
Service, 212-214 E. Genesee St., Buffalo, N. Y. 








CALIFORNIA.—Larger cities covered daily; country towns every 
14 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 











COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


At ARTFORD, CONN.—Advo-System, 38 Albany Ave. Complete 
Window display and house-to-house distribution services, covering the 
entire state. Try the Advo Service. Once—always. 











INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


— 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 


LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 


LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
Service. “ASK ANY ADVERTISER.” 
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DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 
















MILWAUKEE, WIS.—Wisconsin Display Service. It’s the service 
of good will and experience that succeeds. Established 1921. L. T. 
LeCoss, general manager. 





NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchundised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. ‘Photo Checking System.” 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
= have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—NALL & NALL, 823 Perdido St. The oldest 
and largst display service in the south. Three branch offices, covering 
Louisiana, Mississippi, Alabama, Birmingham, New Orleans, Jackson. 
Twenty-one reliable service men. Ask any manufacturer about Nall 
& Nall windows. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
A unique display service for national advertisers covering Penn- 
sylvania, New Jersey and Delaware. Write for a list of satisfied 
clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
507 Nebraska St. A reliable service covering a productive market. 
Quotations upon request. 





ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 





SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





M'LWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Plac’. Warehouse 184 llth St. J. Harry Bayley. 





M!'LWAUKEE, WIS.—Stefan, Inc. The only organized window 
adve tising service in the State of Wisconsin—nationally recognized 


as leaders. Write for our book, ‘‘The Firing Point.’’ 
_—_— 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 


-complete window display service in this vicinity. 
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In A Show Card It’s A Combination of 


SPEED, ARTISTIC TAST«£ 


and SA 


/ESMANSHIP 





3y JOHN H. GRAY 


Commercial Studio, Jacksonville, Ill. 


3? 


RYING to keep up with the Jones’s,” in re- 
gards to social life and money matter, has 
been the downfall of many people. In con- 
trast to this, the card writer, who tries to 

keep up with, or excel, his fellows will find himself 
turning out better and better work and will make 
for himself an enviable reputation in the card writers’ 
world. Card writers will come and go, but cards 
themselves will go on forever as window expressions 
and advertising mediums. 

A little touch of “art” for “business sake” makes 
the rather prosaic card a thing of beauty. A well 





A little touch of “art” makes John H. Gray’s cards different. 


known cigarette ad says, “In a race it’s speed. Ina 
cigarette it’s taste.” Apply that slogan to cards and 
say, “In a show card it’s a combination of speed, 
artistic taste, and salesmanship,’ besides a lot of 
other attributes one could mention. 

Colored mat board plays an important part in the 
composition of the good show card. All of the cards 
in this series were made on colored mat stocks. These 
stocks gave the finished card a touch of artistry that was 
very appealing. 

The “Barby Ann” card was composed with the 
paramount idea of coolness. This was accomplished 
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by using a mottled green board and a pictorial in 
cov! colors. One can almost feel himself along the 
co] waters and under the shade of the birches. Make 
your cards work for you as you wish. 

‘Spring the season for Suits” was made on a mod- 
er: istic mat board. This card was suggestive of early 
sp: ng when the apple trees are beginning to blossom, 
win the sky seems “rosy,” instead of blue and the 
ou'Joors calls. The colors used on this card suggest 
th rosy spring days, in contrast to the cold, dreary, 
da.s of winter. 

‘Picnic Days,’ taken from the theme “Happy 
Dz: ‘s Are Here Again,” was used to advertise thermos 
jugs and it sold them, too. This card was made on 
a 1ottled green mat in blues, greens and tan. 

The pictorial on the “Spring Styles” card was 
paiited in blue, green, yellow, purple, grey, brown 
ani lavender on a mottled green mat with pink bars. 
The moon was yellow, the cranes were dark grey, 
while “Spring Styles” was lettered in purple and 
outlined in lavender. 

Pink, rose and green lettering put a powerful punch 
in the “Woodland Chiffon” card. It was painted on a 
mottled purple card. The modernistic flower spray, 
suggesting the spring time, was painted in rose, red 
and white. The vase was in two shades of green 
with a black base. 


“Gorgeous Silks” suggests a very simple lettering 
card, inasmuch as it was lettered entirely with a pen. 
The letters have white and yellow illuminated centers 
and were outlined in pale yellow. The modern vase 
holds a large bouquet of red, pink and yellow roses. 
The base line at the bottom of the card was in black 
and green. 





Paint-Point Products 
(Continued from page 55) 


used to hold them close to the surface to obtain perfect 
registration. Also the pins are very likely to wear large 
holes in the stencil paper, so that the stencil slips out 
of register when the brush must be used vigorously to 
work color into rough, porous surfaces. Then there is 
the inconvenience of removing the tacks, pins or awls 
in order to change the position of the stencil. Finally, 
on very hard surfaces, such as cement, plaster or con- 
crete cast forms, this method is out of the question. 

By the use of decorators’ tape, stencils are applied 
rapidly, removed easily, and still held firmly in place, 
flat against the surface, while transferring them. This 
tape is a cloth tape, supplied in a number of widths, 
coated with a special adhesive which requires neither 
wetiing nor heating to cause it to stick to the surface. 
It may be applied as soon as the ground coat is dry, 
without any lifting of the paint and with complete 
assurance that it may be pulled off as easily as it was 
applied. 

he Paint-Point Products Co. are located at 91 
Sou'h Sixth Street, Brooklyn, N. Y. Any inquiries 
Concerning their products should be addressed to them. 
. \riting, say you saw it in the May DISPLAY 

ORLD. 











“I'm of Age Now’ 


and here’s how I'm 
celebrating my 


2\st Anniversary 


‘21 years ago I founded a little business 
on the idea that there was a place for 
a good mail order house in the card 
writing and window display supply 
field. Today that ‘little business’ is the 
largest mail order supply house in the 
world for card writers, displaymen and 
sign painters. 


‘As I ‘come of age’ | promise continued 
interest in your supply problems, and 
guarantee that the combination of ex- 
cellent quality, unfailing service and 
fair price will feature ‘Perfect Stroke’ 
Brushes and Supplies in the coming 
years as they have in the past. In short, 
I celebrate by promising to uphold the 
standards you've come to expect of the 
complete ‘Perfect Stroke’ line.”’ 
There's a Surprise in Store for You 
if You 


WRITE OR SEND THE COUPON FOR MY 
SPECIAL ANNIVERSARY CIRCULAR 





BERT L. DAILY, INC., — 
East Third Street, 
Dayton, Ohio. 
Send me Daily's Special 21st Anniversary 
Circular. 


IANIGE fo oA ek tes oe eed eet, cares dual 
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Notes from the 





Display styles change, and at the last meeting of the 


Buffalo, N. Y., Displaymen’s Club, Lawrence King, 

display manager, L. L. Berger Co., demonstrated a 

few of the changes that have taken place belween 
. 1900-1931, 


BUFFALO, N. Y. 
Reported by E. Preston Browder, president. 

Thirty members of the Buffalo Association of Display 
Men attended the first meeting called by our new president, 
E. Preston Browder, Monday evening, March 16. An excel- 
lent dinner was served at the Dutch Tavern where Edward 
O'Dea, a former president of the club and now a member of 
the Modern Electric Co., addressed the boys on the advan- 
tages of correct window lighting. Representatives of the 
Niagara Hudson Co. gave an interesting exhibit of window 
lighting, using a miniature window to show many clever 
effects obtained through the use of light. 

After the meeting, Lawrence King, display manager of 
the L. L. Berger Co., and the club’s new vice-president, gave 
a demonstration showing the evolution of displays from 
1900 to 1931. This demonstration was given at the studio 
of the Windo-Craft Display Service, Inc. 





BOSTON, MASS. 
Reported by Eugene D. Mizer, Secretary 

As the first of two events planned for the big I. A. D. M. 
convention to be held in Boston in June, the Boston Display 
Men’s Club held their first meeting on April 8. This meeting, 
which included a dinner party, was held in the Sears Roebuck 
& Co. building and over 100 members were present. The next 
big meeting will be held in the tent ballroom, May 18. 

The guest speaker was George Neustadt of New York, a 
merchandising counsellor. He referred to the audience as 
“multiple salesmen,” saying that we, by means of selling ideas 
conveyed through attractive window displays, sell to a hun- 
dred or a thousand persons, where the individual salesman 
sells to but one. He laid down three essentials for merchants 
who wish to achieve success in 1931. First, go through their 
stock and clean house by sales or elimination of other than 
the best price lines. Second, to keep an ample assortment in 
these lines, if necessary, to the exclusion of all other lines. 
Third, doing a larger volume of business on a smaller 
investment. 

To this the speaker added the advice to advertise the best 
sellers by every means within the merchant’s power. Of the 
two mediums of advertising, he dwelt on the window display 
feature. For the best possible returns, he urged grouping of 
best sellers, artistic arrangement and sales messages. “This,” 
he stated, “will create a combination that will attract atten- 
tion, create interest and desire to own the goods, and the 
resolve to buy. 
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DAYTON, OHIO 
Reported by Everett W. Quintrell 

The Dayton Display Club met at 12 o’clock Wednesdzy, 
April 15, in the Elder & Johnston Co, dining room. Mir. 
Nelson. associate campaign director, Dayton Forward move- 
ment, sponsored by the Chamber of Commerce, was the prin- 
ciple speaker. He asked for the cooperation of the Dayton 
Display Club to help put over the $84,500 drive for a greater 
Dayton. 

Plans ,were made for the Dayton Summer Fashion Ope1- 
ing, to be held Monday evening, May 4. All the windovys 
of the stores taking part in this opening will be closed during 
the day. Ready-to-wear, furniture, sporting goods, men’s 
clothing, shoe and department stores are participating in this 
event. 

Special attention was called, at this meeting, to the Boston 
convention of the I. A. D. M. and the special educational fea- 
tures it will present. Dayton still plans a 100 per cent club 
attendance. 





ST. LOUIS, MO. 
Reported by Edwin S. Pluth 


On Monday evening, April 13, the St. Louis Display Men’s 
Club held their monthly meeting at the American Hotel 
Annex. A dining room was granted the club on the eleventh 
floor and was exclusively set aside for this particular meet- 
ing. The tables were beautifully decorated with freshly cut 
flowers. An elegant six-course dinner was served. 

Immediately after dinner the club was entertained by 
L. M. Van Coultren, display manager, B. Nugent & Bro., and 
Carl Shank, display manager, Stix, Baer & Fuller. They 
demonstrated live model draping. Mr. Van Coultren was the 
first to demonstrate his skill. He used about ten yards of 
soft printed crepe de chene, draping his first model in a 
fashionable evening gown. This gown had a clinging effect 
with a front drape and loose blouse effect. His second 
demonstration was that of an afternoon costume, using the 
saine silk but giving the form a graduated hip drape with a 
high waist line effect. No trimmings were used in this demon- 
stration. His third demonstration was a trick drape, in 
which the model was wrapped tightly in the silk, with both 
ends of the silk festooned in the model’s hands, gracefully 
suspended in the air from where the silk continued in a 
graceful drape to the floor. 

Carl Shank started his demonstration by using a plain 
colored taffeta. No pins were used in any of his demonstra- 
tions, but he did use a piece of string tied securely about the 
waist line of the model. Using the string as a support, 
the cloth was draped around the waist, forming a bodice; 
the front and back of the dress were the low, V-cut style. 
His second demonstration was of an evening costume, very 
similar in style to that of Van Coultren’s, with the ex- 
ception that he did not use any pins. His third demonstra- 
tion was a suit effect. The coat was draped with dark gray 
material, having a long shawl collar, full sleeves, and a belt. 
The skirt consisted of a light pearl gray material. The 
effect of this drape was unusual in that it created an ensemble. 

(Editor’s Note: That's the spirit “St. Louis.”) 


DETROIT, MICH. 
Reported by F. E. Whitelam 


The regular meeting of the Detroit Display Club was held 
at the Statler Hotel, Wednesday, April 18, at 7:30 p. m. Maay 
of the “old guard” were present, thereby adding numbers and 
interest to the meeting. Dressing the clothing form was ably 
demonstrated by H. W. Weaver, display manager of the F. 
G. Clayton Co. After Mr. Weaver's talk and demonstration 
many points of interest were discussed and much real benefit 
derived from questions and answers on this important display 
subject. 

The coming I. A. D. M. convention brought out consider- 
able discussion and favorable comment. Many of the meim- 
bers have definite plans for attending this year’s convention. 
The meeting. May 11 is called for further and final conven- 
tion plans, also for discussion relative to the possibility of 
Detroit being the convention city for 1932. 
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Notes from the 


Display Services 


WV 


Vhen they do things out in California, the land of the 
“Son” Advertising Co., they do things in a big way. F. M. 
Archer, general manager, Sun Advertising Co., Northern Cali- 
fornia, substantiates his statement, “We have the largest and 
most specialized personnel of any display service company 
we:t of Chicago,” when he shows us the picture of their recent 
“ovthering of the clan” in Oakland. This, mind you, repre- 
seiis just the crew with the Northern California branch. In 
addition to the twenty-two in the photograph, reproduced on 
this page, a similar crew operates in Southern California 
territory. 

VYhe Sun Advertising Co. is serving over 100 national ad- 
vertisers, and they will install better than 75,000 displays this 
year—an increase of almost 35 per cent over the previous 
year. Mr. Archer writes: “In planning your advertising 
budget or appropriation for 1931, don’t overlook the value of 
‘window displays’ properly installed. Many manufacturers 
have, in the past and are, at the present time, producing 
attractive display material. Some manufacturers have solved 
the problem of correct installation while others are still 
groping in the dark. When you buy newspaper space, you 
buy circulation—when you buy display advertising material, 
you should buy circulation just as carefully. The dependable 
installer represents the circulation of window displays, which 
is to say, he makes it possible for the greatest number of 
people to see the displays under the most favorable circum- 
stances.” 





Recent convention of the Sun Advertising Co.’s 
northern California crew. 


The Harrison Wind-O-Display and Decorating Co. has 
just completed decorations for the new Ritz ballroom, Okla- 
homa City’s largest and most beautiful dance hall. Among 
the (ccorations was one of the new type crystal balls, manu- 
factured by the company. The manager of the Ritz ballroom 
foun! the decorations so effective that he immediately signed 
4 contract for next year. > 

A new feature has been added to the Harrison display 
servie, that is, the use of special advertising cars. These 
cars .re equipped with amplifiers for electrical transcription 
Whe carrying on a campaign for an advertised, signs are 
mowed on the cars and special sales talks are broadcast 
over he equipment. 





_ A Campbell White, 2027 Short Street, New Orleans, La., 
Is pl. ining the opening of a display salesroom for supplying 
the r -rchants of New Orleans with their display needs. He 
will present the leading manufacturers of display decora- 
tions. equipment and accessories. 
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When the Boman Designing Co., Kansas City, Mo., 
has a party it’s a real affatr. 


The Bowman Designing Co., Kansas City, Mo., celebrated 
its twentieth anniversary Saturday night, April 4, with the 
first of a series of get-together parties, which will be given 
once each month, for its fifteen employees and their friends. 
The party was held in the display rooms of the company. 
Other guests at the party included advertising managers of 
several nationally known companies. They joined with Mr. 
Bowman in predicting better times and stated that, “The com- 
panies that were making aggressive efforts to obtain business 
had not suffered in the past year.” 





Business must be good up Chicago way. Harve Ferrill, 
general manager, Neighborhood Stores Display Service, Inc., 
writes that their warehouse facilities have been greatly en- 
larged. They have taken over a two-story building, a few 
doors from the present executive office, from which their 
service men will work. 


The Windo-Crafit Display Service, Inc., Buffalo, N. Y., 
has just completed the manufacture of an outstanding and 
elaborate display for the General Plastics, Inc., of North 
Tonawanda, N. Y., manufacturers of Durez. This display 
is being set up at the Grand Central Palace, New York City, 
and will be there during the Chemical Show. Mr. Browder, 
of the Windo-Craft Display Service, is supervising the in- 
stallation of the display. 


With the abie assistance of three of the best trimmers in 
the Cedar Rapids section of lowa, the Mid-West Window and 
Sales Service, Cedar Rapids, handle that section of the coun- 
try very nicely. They have recently broken into the selling 
end of the game—in conjunction with window display. A 
short time ago they secured the “Lanteen Laboratories” con- 
tract selling their merchandise and installing their windows 
at the same time. At the present time they are handling such 
contracts as Rit Products Corp., American Safety Razor 
Corp., San Felice Cigars, Mentholatum Corp., Lanteen Lab- 
oratories, American Tobacco Corp., etc. 





The Des Moines Window Display Service Co., Des Moines, 
Iowa, have recently opened up a new department for sampling 
and this work is given to men who have not had very much 
to do for some time. They write that excellent results have 
been obtained. They have just covered Des Moines and 
Valley Junction with Oakite and consider the new displays 
the best job of sampling done in that section of the country 
for quite some time. They are getting very good results and 
are helping a very good cause. Contracts with Squibbs, 
Camels, Dupont, Gobelin Candies, Parker Polish, Rit, Gillette 
Razors, Detoxol, Cudahay’s Packing Co., Old Homestead 
Products, Eastman, and a few private windows, are keeping 
them busy. 


NATIONAL DISPLAY EQUIPMENT ASS’N. MOVES 
The National Display Equipment Association announces 


that they have moved their central office from 178 West 
Jackson Boulevard to 300 West Adams Street, Chicago. 
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Practical Crepe Paper Trims 


By H. A. HARRINGTON 
Service Bureau, C. A. Reed Co., Williamsport, Pa. 


OW is the season of the year when your win- 
dows should look most attractive. The 
spring holiday season has past and we are 
now entering into the summer season when 

more people look at the window displays. The win- 
dows should be attractively dressed and with colors 
of crepe paper which have a decided appeal. Brighten 
up your displays and create “selling” windows for 
~ your store. 
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A crepe paper background suggestion for Knox 
Gelatine. 


Knox Display No. 1 


Color Scheme.—Flame No. 171, white No. 101, 
bluebird No. 148. 

Front Trim.—Make a bluebird valance three- 
quarters of a fold wide, circular and fluted edges, 
with nick-nacks cut in same, and tack against the 
front glass framework. On each side place a set of 
flame tubes spaced a few inches apart and between 
these place a No. 8103-V twisted garland. 

Flooring and Balance of Window.—Cover the 
floor with flame stretched, fluted edge crepe, and on 
each side, in order to complete front trim, place flame 
inverted drapes on a 45-degree angle. Edge the 
inner edge of these drapes with bluebird tubes. (To 
form the background, tack the crepe paper work in 
back of the front valance, and bring it to the floor 
back. Elowever, if you have a background in your 
window, the treatment can be placed on this back- 
ground instead of back of the front valance as in this 
trim.) Approximately ten inches off center, and on 
each side, place a drape of flame, full width, and 
edge the outer edges of these drapes with a set of 
bluebird tubes spaced a few inches apart. Between 
these tubes place twisted streamers of flame and white 
combined. Next to the outer edge of these drapes, 
place a set of white tubes as shown. Along the front 
of the flooring, place a No. 8103 twisted garland. The 
boxes are covered with flame crepe paper with fluted 
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edges. Doilies add to the attractiveness of the disp'ay 
also. The cutouts can be arranged approximately as 
shown. 


Nyal Futuristic Window 


Color Scheme.—Flame No. 171, canary yellow No. 
152, Nile green No. 131 and black No. 103. 

Front Trim.—Make a valance of flame and tack 
against the front framework of the window. On 
the right side place a set of Nile green tubes, spaced 
a few inches apart and between these tubes place a 
twisted streamer of canary yellow and flame. On the 
left side place a twisted streamer of flame and black. 

Background.—Approximately twenty inches off 
center make a panel of black, full width, and on each 
side of this panel place drapes. On the left side place 
a Nile green drape full width, with a canary tube on 
the left side. Place a canary inverted drape {full 
width, edged with flame tubes, on the right side of 
the panel. Diagonally across this panel place a set 
of canary tubes, and between these place twisted 
streamers of Nile green and canary combined. Also 
place a fluted edge rosette, with streamers hanging 
from same, on the panel as shown in the photograph. 


A Nyal display that says it with crepe paper. 


On the right side of background, approximately tet 
inches from the right-hand back corner, place a drape 
of flame, full width, edged with black tubes, and on 
each side of this drape place a set of flame tubes, and 
between the tubes, place twisted streamers of Nile 
green and black combined. On the right side of the 
side background place a panel of Nile green, iull 
width, edged with black tubes, and diagonally ac os 
this panel, place black tubes as shown. The valanct 
for the background is the same as the one on the 
front. 

Flooring and Balance of Window.—Cover the 
floor with black fluted edge crepe paper and along 
the front run a Nile green tube. On the left side 
place an inverted black drape in order to complete tht 
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front trim. 
anged as shown. 


Welsh Window Display 


Color Scheme.—-Golden yellow No. 153, Nile green 
N«. 131 and jade green No. 132. 

Front Trim.—Make a valance, one-half fold wide 
wi h pointed, circular and fluted edges, of Nile green. 
O: each side place a set of Nile green tubes spaced 
a ew inches apart and between these sets of tubes 
pi ce a twisted streamer of golden yellow and Nile 
gi en combined. 

Background.—In the center place a panel, full 
w !th, of Nile green, edged with golden yellow tubes. 
Diigonally across this panel, place a set of golden 
ve low tubes spaced a few inches apart, and between 
th se tubes place tw-sted streamers of golden yellow 
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Matching up a Welch grape juice display with a 
crepe paper background. 


and jade green. On each side, approximately ten 
inches from the center panel place a circular forma- 
tion of tubes alternating three colors, first Nile green, 
golden yellow and then jade green, until you have 
the semi-circular formation complete as shown in the 
photograph. Between each of the circular sets and 
the center panel, and also the outside corners, place a 
twisted streamer of golden yellow and jade green. On 
the left side you will note the treatment is the same as 
on the front glass. In other words, this window is 
a front and side glass window. On the right side you 
will notice the window is trimmed with a background 
consisting of panel of Nile green, full width, with 
five tubes spaced a few inches apart at the top and 
mecting at a central point at the bottom. Run a 
valance along the back and right side of the window 
the same as the front valance. 

‘looring.—Cover the floor with stretched fluted 
edge crepe paper of Nile green in front and golden 
yellow in back. Cover the boxes with Nile green 
fut: d edge crepe paper. The cutouts can be arranged 
approximately as shown in the window. 





WE BEG TO ANNOUNCE 

Copy was unwittingly switched on pages 10 and 11 of the 
Apr: issue of DISPLAY WORLD and we gave Don A. Fer- 
Suso” credit for arranging the Crowley-Milner displays which 
appe r above and below the J. L. Hudson’s Spring Sale dis- 
play m page 10. Likewise, we gave Clem Whateley credit 
lor é-ranging the S. L. Bird & Son displays, above and below 
the |. L. Hudson’s Spring Quarterly display on page 11, that 
Don \, Ferguson really created. We hope we are pardoned. 





DISPLAY 


The merchandise and cutouts can be 
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“And the Clock 
Struck Two for 
ONE” 
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color to old faded Grass 

Mats making them look 

like new — One Bottle 
dyes 





Grass Mats 


for only 


$I .00 


Send for a bottle of this “great dis- 
covery” today—Keep a supply on hand 
— Only $1.00 Per Bottle 





GRASS-MAT-O Dye Products 
Tel. Diversey 9791 


2748 Hampden Court 
CHICAGO, ILL. 


























































SAVE HALF FARE? 


If you travel by train to the I. A. D. M. Conven- 
tion be sure to ask for a convention certificate 
when you buy your ticket. This certificate will 
be validated in Boston and will enable you to 
save half fare on your return trip, provided that 
150 certificates are validated. While half fare 
may not mean much to you, think of your fellow 
displaymen who are depending on your support 
of the half fare certificate plan. 


GET A CERTIFICATES 

















The I. A. D. M. Convention 


(Continued from page 29) 

to every member on April 1 and responses indicate a large 
attendance. Among those already advising of their intention 
to be present are: Emile Schmidt, president of the I. A. D. 
M.: Augustus Roeder, Wm. H. Block & Co., Indianapolis ; 
Joseph B. McCann, S. Kahn Sons Co., Washington, D. C.; 
John R. Patton, L. S. Ayres & Co., Indianapolis, Ind.; Charles 
W. Morton, Weinstock-Lubin, Sacramento, Calif.; H. H. Tar- 
rasch, Stix, Baer & Fuller, St. Louis, Mo.; C. C. Batson, 
Fountain’s, Inc., Greenwood, Miss.; William Scharning- 
hausen, Bon Marche Co., Seattle, Wash.; Charles Vosburg, 
Hochschild-Kohn, Baltimore, Md.; E. Dudley Pierce, Sibley- 
Lindsay & Curr, Rochester, N. Y., and Mr. Kieffer, Jr. 


DISPLAY SERVICE CLINICS 

B NOTHER great and new feature will be found in the 

clinic devoted to display service, where Sol Fisher will 
be in charge. Mr. Fisher, perhaps the best known independent 
display service director in the country, has been hard at work 
on convention plans for many weeks and is getting some 
great results. Mr. Fisher’s clinics will be held on Tuesday 
and Thursday mornings with other features scheduled for 
Monday and Wednesday, this latter program to include 
inspection of a number of manufacturing plants, including 
famous Dennison Manufacturing Co., at Framingham, Mass. 

As we go to press Mr. Fisher rushes over another letter to 
be issued to 500 display service organizations. That’s the 
third of his program and though we will break a leg rather 
than slow down on Sol’s program we must confess our facili- 
ties are nearing the point of exhaustion. With the third 
letter came the advice that he was progressing nicely and as 
a means of supporting his assertion gave us the following 
names that will grace the display service clinic program: 
Lee Bristol, vice president, Bristol-Meyers Co., New York; 
Charles M. Pritzker, general manager, Gillette Safety Razor 
Co., New York; E. Preston Browder, Windo-Craft Display 
Service, Buffalo, N. Y.; S. J. Hanick, Philadelphia, Pa., and 
J. J. Burns, United Display Service, Boston. Some start, 
Sol—nothing but headliners will qualify on this program. 
Mr. Fisher is president of Fisher Display Service, Inc., 
Chicago. 








CHICAGO CLUB TO REORGANIZE 

"THE Chicago Display Men’s Club will meet on the night 

of May 18, at the Sherman Hotel and discuss arrange- 
ments for attending the Boston convention of the I. A. D. 
M. President Haecker has indicated that a reorganization 
of the Chicago local will be affected following the annual 
convention and an executive displaymen’s division estab- 
lished. This new department will function as an individual 
unit in discussing problems characteristic of the executive 
department but will place all material at the disposal of the 
general organization and support its operation. 

Previous to the general meeting of the Chicago club on 
May 18, the executive division will hold a business session. 


WORLD 
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I, A. D. M..DISPLAY SERVICE DIVISION 


Sct FISHER plans the establishment of a display service 
division, associated with the I.A.D.M. and confidently 
expects that the new department will be inaugurated with . 
membership of 200 men. A well defined publicity campaig 1 
is now functioning through the I. A. D. M. secretary's offic» 
which is collaborating with Mr. Fisher. 





DISPLAY HISTORY WILL BE MADE IN THE 19:1 
* I. A. D. M. MARCH TO BOSTON 


OSTON! Without Boston, a great part of our history 

would be missing—The Battle of Bunker Hill—The Rice 

of Paul Revere—The Tea Party—all happened in and around 

Boston. History! Way back in 1776, events of national im- 

portance were happening, and now, 1931, history will be made 
again in Boston territory. This time, I. A. D. M. history. 

It's going to be one grand holiday. June 15-18. Four 
days of festivities. Four days of pleasure. Four days that 
will pass too quickly. Four days in June. It is the sincere 
wish of every member of the Boston Display Men’s Club 
that your visit here will be memorable: Not only in recogni- 
tion of what had gone before, but in anticipation of the 
pleasant and profitable days to follow. It is in this spirit 
that the Boston Display Men’s Club welcomes you. 

Metropolitan Boston, and in fact all New England, has a 
wealth of historic attractions commemorating early American 
history. This section (Boston) also has a delightful summer 
climate and a wealth of natural attractions amid our moun- 
tains or by our seashores. New England is a busy industrial 
center, the sparse settlements of early colonists having be- 
come great manufacturing cities with manifold activities and 
a vast variety of products. 

Boston’s gates are always open. The glad hand of wel- 
come—the sincerity of New England’s hospitality are yours; 
and whether you come by land, sea or air, our beacon lights 
will be burning and we will be ready to greet you. We are a 
busy people, but the visitor within our gates is not a stranger, 
but our guest, and the best we have is his. 

And remember fellows, “The Ladies.” Yes sir! By all 
means, bring them to Boston. Wives, daughters and sweet- 
hearts; our Ladies’ Auxiliary has lots in store for them. 

Boston is where they had the first tea party, and it’s not 
over yet. Paul Revere’s lantern is still hanging and lit. 

JOHN F. HARVEY, 
Chairman Publicity Committee. 
Boston Displaymen’s Club. 





THE IOWA DISPLAYMEN’S CLUB 


"THE Iowa displaymen held a meeting in Des Moines at the 
Kirkwood Hotel, April 19-20, to discuss and organize 
an Iowa Displaymen’s Club. Sunday was selected as one of 
the days best suited to the convenience of the displaymen 
to attend the meetings, which extended over Monday. A short 
business meeting was held Sunday afternoon to select officers, 
directors, and for setting aside a date and place for the fall 
meeting. Approximately twenty-five displaymen, many of 
whom were accompanied by their wives, attended the meeting. 
The officers elected were as follows: President, J. H. 
Everetts, Parker Bros., Davenport; first vice president, Ray 
Larson, Martin’s, Sioux City; second vice president, Max 
Berck, Frankel’s, Des Moines; third vice president, Tom 
Frey, Van Allen Co., Clinton; secretary-treasurer, L. FP. 
Williams, Boston Store, Fort Dodge. Directors: Jess 
Erskine, Davidson, Sioux City; C. J. Benedict, Younker’: ; 
Barney .Berck, Palace Clothing Co., Waterloo; C. M. Heidt, 
Hulsizers, Des Moines; Geo. Kucharo, Des Moines. 

The Monday meeting was opened with a talk by George 
Hamilton, secretary, Des Moines Chamber of Commerc:. 
Joe De Maio, Younker’s, gave a very interesting demonstr:- 
tion of accessory displays. Max Berck, Frankel’s, gave a 
demonstration of men’s clothing. Carl Bennedict gave 4 
demonstration of silks and wool goods. Clyde Hulsizer, 
president of the Manufacturers’ Association, gave an e>- 
cellent talk on “Sell By Display.” The club voted the adop- 
tion of an insurance plan. 
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FLORAL PARADES 


By JOSEPH SCHACK 
Manager, Schack Artificial Flower Co., Chicago. 


[ S a means of municipal advertising and as a business 
promoter the floral parade is a shining success. It 
igs crowds of money-spending visitors to the town and 
pr vides an inexpensive and agreeable entertainment for 
yo ng and old alike, and best of all, it stirs up real civic 
p: le that is worth so much in prestige to the local merchants. 

From now on until fall and even up to Christmas, floral 
ps ades will be held in hundreds of cities all over the country. 
Fur instance there are Blossom Week celebrations the early 
pert of May, Fourth of July parades, home-comings, later in 
th summer, Armistice Day in November and Santa Claus 
parades, and as the country gets older, each year brings 
aniversary events more frequent than ever. 

No matter how small a town, the commercial club, busi- 
ne;s men’s or retail merchants’ associations are generally the 
organizations which sponsor any important event that takes 
place in the city. When one of these events are to be recog- 
nived or celebrated, the floral parade should have much 
thought and consideration. To put this idea over successfully 
there should be, what we might term, a mass meeting of all 
merchants and people in the town where the idea of a parade 
could be presented and discussed. There is always one 
aggressive man in a town especially adapted to assuming the 
responsibility of being chairman of the event. This chairman 
should be a man who will use good judgment in appointing a 
publicity committee and a committee on prizes, whose duties 
are to secure subscriptions or donations of prizes, the ap- 
pointment of the judges who make the awards, etc. 

There should also be an organization to this particula;: 
committee to secure the participants in the parade. They 
should call on every merchant in town and on private indi- 
viduals, who have cars and endeavor to sell them on the idea 
of having an entry in the parade. 





A float that is a float. 


There should also be a formation or route committee. 
This committee’s duties are to route the parade, assemble the 
floats and decorated cars, and see that all entries are in their 
Proper divisions, etc. All entries of cars should be numbered 
With a good-sized number on each side of the car to make 
ideitification easy for the judges. 

i making up your prizes, make them worthwhile and ad- 
Ver''se them strongly. Prizes should be arranged so that the 
trace and industrial floats will be in different divisions than 
tho-e of clubs, civic bodies and private individuals. 

he writer has just recently published a book on floral 
par des, which illustrates a great many other suggestions for 
dec rating. This book also illustrates many new and novel, 
spe ally designed, decorations, suitable for use on floats and 
aut’-nobiles. A request addressed to The Schack Artificial 
Plo er Co., Chicago, I1l., will bring one of these books to you 
Wit’ out cost or obligation. 
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—-BUT YOU NEED 


A BOARD THAT 


WILL NOT WARP 


Compo-Board is without equal for many 
kinds of displays. It can be cut to any re- 
quired shape. It can be used for high 
displays—where other materials must be 
braced. It withstands the final test of any 
display board—it does not warp. Heat and 
cold do not affect it. When you nail or 
screw it—it stays put. 

Compo-Board’s core is composed of gen- 
uine Redwood sections—firmly cemented 
and covered on both sides with a tough, 
smooth material—in either reddish or light 
cream color. It is 4 inch thick. Indoors or 
outdoors—Compo-Board means stronger, 
better displays that remain straight and 
true for their life. Send the coupon today 
for sample and complete data. 

And—for a lighter board— Waldorf Special 
is unsurpassed. This stock board has a special 


surface that can be washed for re-use. 


\\ 


\\ 
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THE COMPO-BOARD COMPANY 
4436 Lvndale Ave., N., Minneapolis, Minn. 


Please send me sample and data on Compo-Board-_____- 


on Waldorf Special------ 















DISPLAY WORLD 





May, 10931 





ine 





Left: The Se-Ling booth on the inside of the store at Stewart's. Right: And did they crowd around Hershey's 
window display of Se-Ling hosiery? 


Presenting | SE-LING HOSIERY 


To Louisville, Ky. 


By M. F. HERSHEY 
‘ Display Manager, Stewart's 


E-LING hosiery was promoted in a big way 
at Stewart’s, Louisville, Ky. It is a new line 
of hosiery to be taken on by the store and 
the display department planned and executed 

the attractive presentation shown here. Special atten- 
tion was given to the construction of the display inas- 
much as it will travel to every important city in the 
United States. 

3oth the window setting and the booth were de- 
signed by M. F. Hershey, display manager, Stewart’s. 
Fred Frankenberger, local artist, is responsible for 
the painting, as well as the modeling, of the little 








This is how the actual Se-Ling hosiery display looked. 


Chinese figures. He is also responsible for the life- 
sized painting of the model. 

The curtain of the display is of black satine and is 
hung around the back of the window in a cyclorama 
effect. The architectural construction that frames the 
model painting is done in black and shades of red and 
gold. The little Chinese figures are pa‘nted in pastel 
colors of yellow, green, violet and gold. Their hair 
is painted a glossy black. The background of the 
model painting is done in heavier colors. These 
colors blend to softer colors as they reach the model. 
The hosiery on the model is in the new “dream” shade 
while the undergarment and negligee is in shadings 
of peach. 

The merchandise card in the window carries the 
following message: ‘Presenting to Louisville—Se- 
Ling Hosiery—French in design—American in price.” 

Needless to say, the display and promotion were 
a success. The crowd around the window speaks for 
itself—and did they come in to buy? For four days 
the hosiery department did an excellent business ard 
the stock of Se-Ling hosiery was rapidly depleted. 

The papers carried ads and small circulars wee 
mailed out in the monthly charge accounts exploiting 
the presentation. The display booth inside the store 
followed the same architectural design that frames t1¢ 
model painting in the window. The booth did not 
carry special demonstrators or models—just sales 
girls, and how they, with the help of proper displays, 
put the event over. 
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Ensemble Backgrounds 
(Continued from page 9) 
semble background.” Next month we will suggest 
four new designs which will be appropriate for the 

Fourth of July and summer vacations. 

We will not attempt designs that are realistic. 
Every design will be suggestive of the season and 
wl be simple in line and form whereby, even the 
mst. inexperienced background man, if he can handle 
a -aw, hammer and nails, and paint, can construct a 
very creditable display. 

Blue Prints 

DISPLAY WORLD is in a position to furnish, at 

a -ery nominal cost (not exceeding $5.00) a complete 
se of blue prints covering the construction of the 
er.emble background in the sizes suggested on these 
pazes. The blue prints will cover, besides actual 
working drawings, details of painting, color schemes, 
design of background reliefs, and the four end panels 
the two unfinished designs. 
As new designs are created each month blue prints 
of the new designs can also be secured. The cost of 
the blue prints for the following months will not 
exceed $2.00 for the set of four designs. You will 
have the fundamental drawings of background and 
panel construction and will need just the drawings 
of the actual decorative design. As we secure produc- 
tion on this service, the cost of blue prints will 
decreae. 


PIRATED DESIGNS 


OUBTLESS the most unique “art exhibit” to be held in 

New York for some time was the display of original and 
stolen designs presented at the Art Center last month by the 
League for the Suppression of Design Piracy. The exhibition 
was offered in support of the Vestal bill for the protection 
of design. Many of the ninety trade associations which 
comprise the council of the League for the Suppression of 
Design Piracy have cooperated in gathering the extensive 
exhibit which will be shown at the Art Center. For six 
weeks, the display was on view at the office of Senator 
Waterman, chairman of the committee, and when introduced 
in the discussions of the bill, played a big part in drawing 
the interest and sympathy of influential senators. There are 
many firms which do not support research departments and 
corps of designers and make a practice of copying the designs 
evolved by firms which spend tremendous sums in this work. 
These design stealers are the “pirates.” 

The United States is practically the only important nation 
which does not protect its artists by law. At present there 
is no way of preventing the piracy of design. The law, as 
it stands, has been proven ineffectual in test cases. To pro- 
mote design, protect the artist, and encourage industrialists 
in research, the League for the Suppression of Design Piracy 
is seeking not only the protection of artists creating designs, 
the manufacturers who use American designs, but also to 
foster American art. 

Che exhibition at the Art Center was held to acquaint the 
pul lic with the widespread practice of piracy and to demon- 
Strite the necessity of protective legislation for design. 
Vi itors viewing the exhibition found at the Art Center 
orzinal and copied designs of embroidery, shoes, toys, 
hose plans, lighting fixtures, furniture, lamps, textiles, up- 
ho stery fabrics, ladies’ handbags, lace wallpaper, dresses 
an designs of store fronts. Investigation has shown that 
Pir:cy has spread into nearly every branch of the industrial 
fie | and that it must be stopped not only to protect the artist 
an the progress of American art, but for the protection of 
les timate business. 
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The National Journal of Display Advertising 
this month presents its 


Silver Jubilee Issue 


in celebration of its 25th Birthday—marking 
the 25th Anniversary of the paper’s service 
to the industry. 


There are a number of Jubilee articles, a 
history album, and old timers’ stories, in addi- 
tion to a well-balanced selection of features, 
among which the following are of special 
interest to sign and show card writers, let- 
terers, and poster artists: 


“My Morgue of a Million Ideas” 
by Joseph F. Fitzner 
“When the Letter Artist Totals Two 


Times Two” 
by Harold Holland Day 
“The Small Theatre for the Amateur 
Artist” . 
by H. E. Schlichter 


“Processing in the Theatre Studio” 
by O. A. St. Pierre 


“A Show Card Course With Colored 


Dummies” 
by H. C. Martin 


“A Tribute to the Old Timer’ 


by Elmo Walton Stutce 


A Pencil Sketch by DuVall 
Theatre Display Suggestion by T. Z. 
Halmi 


Don’t Miss the ‘Siler Jubilee Issue! 


ORDER YOUR COPY NOW! 
$3.00 Per Year, 30c Per Copy 


SIGNS OF THE TIMES 


CINCINNATI, OHIO 





SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, May, 1931 
Cincinnati, O. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year, beginning with the 
Silver Jubilee number, the May issue. ($3.50 out- 
side U. S. A.) 


ROSE ho ea 
Mat oO Aaa TERRE See a UN ANe Pe MER Oy OS © del ee 
City i regs, ATE 


2 TELL THE WORLD: WITH SIGNS 
































68 DISPLAY WORLD 


Chicago Displays 

(Continued from page 56) 
smart and clean. They always seem to have a definite 
merchandising urge for fashionable apparel. All the 
window cards in this week’s windows were of brown 
lettering on very light tan cards. 


Carson, Pirie Scott & Co. 


HE first four windows at Carson, Pirie Scott & 

Co. featured brown and white frocks, coats and 
ensembles with suitable accessories. One of the win- 
dow cards refers to “Brown and White as an Alliance 
with Fashion.” Other window cards likewise promote 
the color combination as a current mode in certain 
terms. 

Two windows of children’s wear, one for boys and 
one for girls, arranged next to each other were quite 
attractive and effective in presenting frocks for girls 
and wash suits for boys at prices consistent with “The 
May Sales.” Eight little Lenci figures with tan yarn 
hair were shown in one window posed about in more 
or less natural attitudes. A swing was suspended 
from the top of the window in which one was seated. 
Other figures were shown with other children’s play- 
things. Two grass mats added to the playtime atmos- 
phere of the setting. Six boys’ figures were similarly 
posed in the adjacent window, each wore different 
styles and colors of wash suits. One figure, on a high 
pair of stilts, suggested the age and activities of the 
youngsters represented. 


Chas. A. Stevens. 


HE island window at Chas. A. Stevens was divided 

into four separate trims, each featuring three or 
four distinctive garments with a definite display of 
accessories near each. About the center of this big 
window was a display of brown coats and frocks with 
brown and white accessories. Near the end of this 
window was a unit showing three different colored 
frocks on hanger stands with accessories displayed on 
the floor, and to one side of each respective dress. 
Green, yellow and white were the colors of the frocks. 


The Reynold’s Shop. 


UST across the street from Finchley’s is one of the 
Reynold’s Shops, the windows of which are always 
carried out in a high grade type of display with due 
regard to orderly arrangement, neat and_ perfect 
handling of merchandise and rigid adherance to cor- 
rect color harmonies. One window featured Knit-tex 
suits and topcoats at $40 in gray, with white shirts, 
blue ties, blue hose and blue suspenders. A blue, neck- 
wear silk, blanket was draped on the floor in the center 
of the display and seemed to add the proper predomi- 
nance of blue to the color scheme. The twin window 
across the entrance way showed two suits on forms 
and a draped topcoat in light shades of tan with white 
shirts and red and white neckwear. Red and white 
handkerchiefs,-red hose, red leather handkerchief case 
and red suspenders completed the contrasting har- 
mony of red and tan. These suits and topcoat were 
advertised as ‘“Saxon-Weave”’—a wonderful new 
fabric. 
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Detroit Displays 

(Continued from page 23) 
even using the same numbers to identify exactly each 
article. 

To bring out the new price values of current 19.51 
merchandise, a very well arranged and sales producti e 
display. of Knox hats was observed at Bird’s. A lar.-e 
semi-circular black glass centered the display on which 
large gold cut-out letters read, KNOX HATS. Bel- 
ancing this center unit, on either side were two till 
plaques with raised gold letters reading, “Now for 
the First Time Since Before the War Fine Quali-y 
Knox Hats, Fully Silk Lined, at So Low a Price iis 
Seven Dollars.” Also this pert remark, “Today whcn 
the Echoing Cry on all sides is for Better and Finer 
Merchandise, Bird’s present Knox Hats Full Siik 
Lined for Seven Dollars.” 


Hudson’s. 


ITH the atmosphere of spring weather as well as 

timely spring displays at Hudson’s, one was sur- 
prised to come upon a display of soft woolly blankets 
until the wording in raised letters, “September Sale 
of Blankets,” appeared on the background, and then 
the idea with a simple but forceful arrangement of 
merchandise and well worded cards explained this out 
of season sales promotion. The blankets of very col- 
orful plain wools were further made attractive by 
large satin bows of beauty and contrast. 

Hosiery, especially this season, finds a new fad 
in the lovely meshes. This idea was used at Hudson’s 
to present the fashion aspect of Mesh hosiery. Little 
cut-out figures, lettered at the base, represented after- 
noon, evening, spectator, active sports and also street 
wear. The background, a silver-leaf screen effect with 
large center opening, had several green colored spots 
of light here and there which added beauty and color. 
The center opening had large open mesh material on 
which was placed the cut-out letters, M-E-S-H, made 
{0 appear heavy by shadings of gray. A clever, not 
tricky, arrangement of hose at prices from $1.50 to 
$2.95, completed a well balanced, hard-to-beat display 
of real sales value. 


Generally Noted. 


OWNS and suits came to the front with many 

smart fashion exploitations. Brown and white, 
also blue and white suits, had companion windows at 
Hudson’s, both being the popular GOLFLEX models. 
A clever felt background of contrasting colors, 07 
which cut-out letters of the trade name were place, 
was the added touch of focal interest. Two mannikins 
were used in each window, also the “just right” acces- 
sories required for the smart ensemble. The card 
said, ‘Little masterpieces of Spring Chic presented 
by GOLFLEX.” 

The large window usually used for jewelry 01 
Woodward, with its many steps, made a great settinz 
of dignity for a bag display. As the card read, “The 
3 P’s... Patent Leather, Pelican, Pigskin . . . the ou'- 
standing leathers at $2.95.” Three groups of bag; 
with patent in center made a smart setting resultinz 
in volume of sales equal to the new lower price. 
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aes M —Sideline. Display Photos, all 

tive E kinds. Window eyo Art 
: Work. Male, female photos, 20 for $1.00, 

arse REPRESENTATIVES WANTED 1000, $45.00. Cartoon Books, Novelties. 

hich Send cash, stamped, addressed envelope. 

Be |- Large Window Display and Exposition Booth Manufacturer desiring to Sg ee agen a a ey 

tell expand activity outside of his present location is seeking the services of two ~ pe developed, sl eeet eemallaa 
< or three high grade salesmen who have had experience in the Silk Screen MEYER, GPO Box 471, New York City. 
for Process, Electric Flasher Display, or Exposition Booth field. To the right 

ivy type of men we can offer a permanent proposition which will be highly 


‘ ‘ : Pe. é i ae : . : e FOR SALE—WALTERS’ FIT-RITE AND 
interesting. Replies are solicited only from successful experienced display STA-ON WINDOW SOCK FOR DECO- 


€ is salesmen. Representation is sought in the larger cities east of Chicago. RATORS. Made of heavy fleece-lined 
then Jersey cloth, 75c pr., $4.25 half doz., we 
% 1 doz., postpaid. An elastic band is tape 
iner Art Process Displays, Inc. and sewed in the top. Patented May 20, 

a1 ie 437 Eleventh Avenue i 1924. Fits over any shoe. Order by size 
Silk New York. City shoes worn, J. M. WALTERS, Mfr., 220 











South Benton Way, Los Angeles, Calif. 








” To and From the Boston I. A. D. M. Convention 


kets 


ot B E S U R FE TO | Where You Can Find a Complete 


t of Exhibit of NEW and USED 


VISIT OUR _ MECHANICAL DISPLAY ATTRACTIONS 


by S HO W R O O M S ! Figures, Settings and Novelties 
° SOLD at a Fraction of Their Original Cost 
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nate Save Money by Purchasing NOW for Various Events and for Next Xmas! 

ttle 

bier: Telephone METROPOLITAN DISPLAY FIXTURE CLEARING HOUSE, Inc. write, 

treet = 127 WEST 24TH STREET, NEW YORK CITY Wire or Phone 

with WE BUY, SELL AND EXCHANGE NEW AND USED DISPLAYS OF EVERY DESCRIPTION — 

pots - 

olor. 

1 on 

nade MESSMORE AND DAMON’S intial MEE caer eal to gain 

not Famous Mechanical Display Attractions tadyheg thaw once cia ox aiene’ Wie 

0) to take any salary suggested. Address 

play We now have a number of used Christmas and Holiday SOL LESSER, 
Mechanical Display Novelties that will be sold s‘ightly ene mn 4 ali tt 
above !4, of cost. They are guaranteed to be in perfect DISPLAYMEN, Display Services Sales. 
condition. Write for list TODAY. precali sclgggacce: ry eli ag Rr 

ny 
nt MESSMORE & DAMON ee Gee a mee” eee 
. Further _ particulars and copy of new 

vs at 404 West 27th St. New York City ay Rhy ag 

dels. 240 Main St., Cincinnati, Ohio. 

, oO 

acec, a et eT eee. ; or 

ikins Los Angeles Displays platform in the center of the window is the setting 

cces- (Continued from page 22) for three of these coats, the center one of the three 

card Bullocks’. . being collared with soft fur. On each side of the plat- 

nted ULLOCKS’ downtown store displayed in one of form, are shown two coats of the same yellow, giving 
its Broadway windows, five coats in sunny yellow, a pleasing effect of uniformity to the completed win- 

y O1 with the caption on a neatly placed card, “Sunny Yel- dow. A floor covering of unrelieved black, except in 

ttin z low Is Receiving Enthusiastic Acceptance in Women’s the instance of the yellow platform situated in the 

‘The Summer Coats.” Five models, ranged in military pre- center, offers vivid contrast to the exceptionally at- 

ou'- cision across the window stage (one is reminded of tractive merchandise. Back-center is a three-tiered 

bag 5 the chorus in this arrangement) are cloaked in five table of modernistic inspiration on which are dis- 

Itin.z Coa:s of sunny yellow, all of identical shade, but each, played yellow bags, blue bags, and bags in hues of 


of course, in different design. A low oval yellow 


(Continued on page 72) 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
ae Png Daily, Inc., 126 E. Third St., Dayton, 
0. 
Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Il. 
Thayer & Chandler, 913 W. Van Buren, Chi- 
cago, Ill. 
The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 
AIR BRUSHING ON TEXTILES 
National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 
AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago III. 
AIR BRUSH COLORS 
The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, III. ‘ 
AIR PAINTING UNITS 
Paasche Airbrush Co., 1902 
Caleaes te s (1) Diversey Parkway 
ARTIFICIAL FLOWERS 
4 Adler-Jones Co., 651 S. Wells St., Chicago, 
Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 

Prcite Roman, 110 W. Forty-sixth St., New York 
ARTIFICIAL PLANTS 
Chelsea Botanical Products C »y tor Se. TD - 
Seventh St., New York City. seis 
BACKGROUND COVERINGS 

Maharam Textile Co., Inc., 107 W. - 
St., New York City. _— _— 
BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 


Cornell Wood Products Co., 307 N. Michi 
Ave., Chicago, Ill. Dicer 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BACKGROUND SETTINGS 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 


= Adler-Jones Co., 651 S. Wells St., Chicago, 
Ferryman Art Studios, 17 W. Thirty- 

New York City. a 
Modern Art Studios, Inc., 4234 Drummond Place, 

Chicago, IIl. 

BACKGROUND SCREENS 

Modern Art Studios, Inc., 4234 Drummond Place, 

Chicago, Il. 

BOLTING CLOTH 


re E. Watson Co., 164 N. Lake St., Chicago, 


BOOKS ON DISPLAY 
McGraw-Hill Book Co., 370 Seventh Ave., New 


York City. 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


= Daily, Inc., 126 E. Third St., Dayton, 
0. 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


CARD HOLDERS 
J. B. Timberlake & Sons, Jackson, Mich. 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 
CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, IIl. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 


Diamond C Quality Brand, 78 Cliff St., New 
York City. 


COMPOSITION BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 
COMPOSITION MANNEQUINS 


Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 
Portable Elec. Tool Corp., 67 Walnut St., Fitch- 


burg, Mass. 
CUT-OUTS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio. Baltimore, Md.; Brooklyn, N.Y. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 
Window Advertising, Inc., 00 Fourth Ave., New 
York City. ; 
DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 


—— Bros., 205 W. Thirty-sixth St., New York 
rey. 





H. eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 











Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 


y: 

Hugh Lyons & Co., Lansing, Mich. ; 

National Equipment Corp., 306-8 W. Ninth St, 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
Ci 


ty. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St. 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St.. 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
The Display Center, 1440 Broadway, New York 
City. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. , 
National Equipment Corp., 306-8 W. Ninth St. 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


se A 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 
DISPLAY NOVELTIES 
The Adler-Jones Co., 651 S. Wells St., Chicag®, 
Til 2 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. : 
Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill. 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 113 W. Foty-eighth St- 
New York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chica; 
42 E. Twentieth St., New York City. 
FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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FORMICA 


The Formica Insulation Co., 4662 Spring Grove 
A-e., Cincinnati, Ohio. 


FU RNITURE—SHOW WINDOW 


Mc ern Art Studios, Inc., 4234 Drummond Place, 
icago, Ill. 


GARMENT RACKS 


i Timberlake & Sons, Jackson, Mich. 
Re: ector-Hardware Corp., Western at Twenty- 
s cond, Chicago, Ill. 


GELATINE SHEETS 


Di:mond C Quality Brand, 78 Cliff St., New 
York Cit» 

Rosco Laboratories, 367 Hudson Ave., Brooklyn, 
N. Y. 


ro 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N. ¥. 


(NTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabeil Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 
Morel Mfg. Co., 38 W. Thirty- second St., New 


York City. 


LETTERING BRUSHES 
3 L. Daily, Inc., 126 E. Third St., Dayton, 


0. 
~. E. Watson Co., 1644 W. Lake St., Chicago, 
ll. 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 
Lutz & Sheinkman, 2 Duane St., New York 


ity. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 

dale, Calif. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

a Reinhold Studio, 8 Upham St., Revere, 
ass, 


MILLINERY HEADS 


Ralph A. Freundlich, Inc., 48 E. Twenty-first 
St, New York City. ‘ 


MODEL DISPLAYS 


Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 


MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 


NORTH RIDGE PINES 
Nori Ridge Brush Co., Inc., Freeport, Ill. 


—__ 


ORNAMENTS—WOOD 
Klise Mfg. Ca., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 

Papier Mache Decorations 


Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 37 N. Michigan 
Ave., Chicago, Ill. 

Lutz & Sheinkman, 2 Duane St., New York 
City. 

The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 

The Frink Corp., 369 Lexington Ave., 
York City. 

REFLECTORS—WINDOW 


The Frink Corp., 369 Lexington Ave., 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Il. 


New 


New 


Schools—Display Merchandising 


MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 


Schools—Window Decorating 
The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 
SCROLL CUTTERS 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N.Y. 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


SHOW CARDS 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 
SHOW CARD COLORS 
=> Daily, Inc., 126 E. Third St., Dayton, 
0. 
Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 
Show Card Printing Outfits 
National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 
SHOW CARD SUPPLIES 
Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


Show Case and Counter Reflectors 
Reflector-Hardware Corp., Western at Twenty- 


second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., 1621 E. Forty-first 
St., Cleveland, Ohio. 


Inc., 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 
The Frink Corp., 369 Lexington Ave., 
York City. 
STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


New 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. ; 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED FIXTURES 


Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 


VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 


New York City. 
Mileo, 44 E. Eighth St., New York City. 
Window Display Installations 
Window Advertising, 300 Fourth Ave., 


New York City. 


WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 


Inc., 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns) 
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Los Angeles Displays 

(Continued from page 69) 
sand. Blonde hose and shoes are temptingly offered 
in the same group, while a particularly effective di:- 
play is that of the yellow straw hat shown on a veiy 
modern green glass head model. On the whole, it is 
a window to draw the shopper within the doors of 
Bullocks’: 


The May Company. 

HE May Company, making possibly the broadest 

appeal of all the windows in Los Angeles (for 
these windows are designed to attract shoppers of 
moderate means who yet possess the taste of demand- 
ing excellence in merchandise) maintains a uniformly 
high standard of display at all seasons of the year. 
Designed to interest men, their present pajama win- 
dow is rampant with color, yet restrained in decorative 
effect. The floor covering is red and black. In the 
rear center a plain metal bedstead suggests setting. 
Tables on each side display pajamas folded, in cubicle 
arrangement. Forward are pajamas fitted on hali- 
figure forms. All are Russian in mood. They are 
shown in brilliant blues, oranges, greens, reds, and 
blacks, with pale blue inserted here and there to 
soften the effect. The card reads: “New! Emblem 
Pajamas for Men’—and one is attracted then to the 
emblems, in geometric design, on each of the pajama 
jackets. 





Southern Displaymen’s Convention 
(Continued from page 5) 

The most interesting talk from the standpoint of 
actual worth was made Tuesday afternoon by George 
J. Segel of the New Orleans Public Service Company. 
Mr. Segel had two models of store fronts and by 
means of an effective lighting control system he built 
up or eliminated the lights in both stores. His demon- 
stration stressed the importance of light and he effec- 
tively showed how light, properly used, can make a 
store outstanding. An open forum following his talk 
gave displaymen the added knowledge of how daylight 
reflections can be overcome, as well as the correct use 
of colored lights in the window, the correct spacing of 
the reflectors, the size lamps to use in the different 
sized windows in different sized towns, the importance 
of window valance, and many other factors which 
enter into the correct illumination of show windows. 

Effective demonstrations in the three model show 
windows were made by H. Wallace, A. Harris & Co., 
Dallas, Texas, (lingerie); C. C. Batson, Fountain’s, 
Greenwood, Miss., (silks); model drapes by Eddie 
Rose and E. J. Berg; L. Hibbitt, Loevenhart & Co., 
Louisville, Ky., (clothing); J. Apolinsky, Lovemas, 
Joseph & Loeb, Birmingham, Ala., (ready-to-wear) ; 
C. E. Smith, Herman Saks & Sons, Birmingham, Alz., 
(clothing), and many others. 





NEWELL AT NEW YORK CITY 
S. S. Neweil, general sales manager, Hugh Lyons & Co., 
Lansing, Mich., announces that after May 15 he will make his 
headquarters at the New York offices of the company, 485 
Fifth Avenue. For immediate service his friends and clients 
should communicate with him at the new address. 
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An Institution 
not an 
Experiment 





The Koester School 


Resident and 
Correspondence 
Courses of Study 


WINDOW DISPLAY 
ADVERTISING 
CARD WRITING 


The only school in the world with a continuous record of over 25 years of teach- 
ing and with over 20,000 graduates. A large percentage of the leaders in the 
above professions today received their training in the Koester School. 


iil | 


yrs 


Don’t Take Chanees with Your Education 


Education is not like a piece of merchandise that can be returned if you do not 
like it. Therefore, vou must be sure that the school you enter can give you a 
practical education. The only yard stick you have is in the actual record made 
by a school over a period of- years. 

Our literature gives you the actual experiences of a great army of our students, 
and the fact that the Koester School is the instruction department of the United 
Business Publishers, Inc.—a ten million dollar institution—is further evidence 
of its responsibility. 


The Trained Man Has Every Advantage 


Don’t stay in the unskilled low-pay rut. Prepare yourself for the better paying 
positions. You can study at the school or at home. Start a successful career 
today by writing for full details of our courses. 


THE KOESTER SCHOOL 


314 8. Franklin Street, Chieago 


Instruction Department of United Business Publishers, Inc. 








INQUIRY COUPON 


THE KOESTER SCHOOL, 314 S. Franklin St., Chicago 


Please send details on courses checked: 
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